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16 mm Sound Motion Picture Projector 











Victor’s new ‘‘60”—streamlined in design, 
refined in performance. Truly a triumph in 
16 mm sound motion picture equipment— 


for schools, churches, home and industry. 


VICTOR ANIMATOGRAPH CORPORATION ’ 
A DIVISION OF CURTISS-WRIGHT CORPORATION 
Home Office and Factory: Davenport, lowa 
New York + Chicago 
Distributors Throughout the World 
MAKERS OF MOVIE EQUIPMENT SINCE 1910 
























PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
Associated Merchandising Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Corporation 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 
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Sure, Prices Must Come Down! 


BUT HOW? 


RICES MUST COME DOWN! But how can you bring them down, in the 

face of insistent and repeated demands for HIGHER WAGES? To be 
paid not for MORE work, or BETTER work .. . but for the same AMOUNT 
of work, the same QUALITY of work! 


One thing is clear: If WAGEs can't be lowered, then millions of Amer- 
icans must step up their SKILLS ... and must CHANGE THEIR VIEWPOINT 
toward the companies they work for, and the goods they buy... 


These things being so, Business faces a training task of supreme impor- 
tance. And no single medium can serve so ably toward the FULFILL- 
MENT of this task as the educational motion picture. Here are three 
specific objectives, as we see them... 


—To increase the skill of all people engaged in SELLING, so 
that distribution costs can be materially lowered ... 


—To spread the TRUTH about the merits of free enterprise, and 
to nullify the HALF-TRUTHS now being spread so widely by 
the forces of confusion... 


—To enable consumers to recognize TRUE VALUES in the mer- 
chandise or services they buy, so that THEY in turn will prop- 
erly respect the integrity and fair dealing of America’s great 
business enterprises. 


To business firms we offer a clear-cut program for the accomplishment 
of these objectives. A discussion of this program —as it applies to your 
specific problems—may prove very much worthwhile. Either in your 
office or in ours. 





CARAVEL FILMS 


INCORPORATED 






New York + 730 Fifth Avenue « Tel. Circle 7-6111 
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You Get 1947 “FM” Quality with 
the New Columbia Transcriptions 


Columbia Transcriptions are used on “FM” stations from coast to 
coast. Insist on having your next slide film transcriptions up to 1947 
“FM” standards in every respect. Latest technical advances now 
make possible remarkably fine reproduction—don’t consider any- 
thing else for your next slide film when you can now have 
these new Columbia Transcriptions. 














Columbia's new technique uses pure “‘Vinylite” pressings to give 
you the most life-like fidelity in reproduction, and the utmost freedom 
from all surface noise. Further, in recording your slide film transcrip- 
tions, Columbia adheres to all standards adopted by the National 
Association of Broadcasters. From opening fanfare to closing signa- 
ture, every word and every note come across clearly and distinctly 
when you specify Columbia Transcriptions. Nothing is missed! May 
we demonstrate the difference to you? 


L 






Order COL 


For True 19 UMBIA Tran 


47 “FM” pe Scriptions 


ormance! 





Colu 
Promptly | 






Mbia Re Cords 


Division of Columbia Recording Corporation 
799 Seventh Avenue, New York, N. Y. + Circle 5-7300 
Chicago: Wrigley Building, 410 North Michigan Avenue - Whitehall 6000 
Hollywood: 6624 Romaine Street + Granite 4134 


Trade-marks ‘Columbia’ and @E Reg. U. S. Pat. Of. 


BUSINESS SCREEN MAGAZINE 








the Amprosound Premier-20 
!6mm. Motion Picture Projector 
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* For the complete story, 
including prices, specifications, 
on the new “Premier-20,” 


send coupon TODAY! 





AMPRO CORPORATION, Chicago 18, Illinois © A General Precision Equipment Corporation Subsidiary 


For Easy, Quick Cleaning... 


This remarkable new feature permits gate to swing 
out in one unit for easy inspection and cleaning of 
aperture plate and pressure shoe. It makes possible a 
quick, thorough inspection and cleaning without dis- 
turbing the focus of the projection lens...a feature that 
adds greatly to the simplicity and ease of operation. 


New Speaker for Richer Tone Quality 


The new “Premier-20” utilizes the latest. im- 
proved design 12-inch Jensen Permanent 
Magnet, Dynamic Speaker which has 1 wide 
range and adequate power handling capacity 
for moderate-sized auditoriums, 





Streamlined Luggage Type Carrying Cases 


It’s a real pleasure to handle these new matched handsome 
“Luggage Type” Amprosound carrying cases for both pro- 
jector and speaker. They are rugged and 
scratch resistant... easy to clean... richly 
finished in simulated leather ... and offer 
complete protection for your Ampro pro- 
jection equipment, 





This newest Amprosound with 750 or 1000 Watt Lamp, em- 
bodies the results of many years’ experience in designing 
and producing precision 16mm. sound projectors. The new 
features of the “Premier-20,” listed above—as well as the 
many other special Ampro features—set new standards of 
16mm. sound performance, convenience and efficiency of 
operation. 


NOTE: In the illustration, the flywheel is shown 
in phantom view so that you can see the com- 
plete path of the film through the projector. 


AMPRO CORPORATION, 2835 N. Western Ave., Chicago 18, IIL. 
Please send me full details on the new Amprosound “Premier-20” 

16mm. Sound-on-Film Projector. I am also interested in: 

[] Ampro“Imperial” 16mm. [| Amprosound “Century” 16mm. 


Silent Projector Sound-on-Film Projector 
[] Amproslide |] Amproslide Model “30-D” 
2” x 2” Projector ' Dual Purpose Projector 
Cj Ampro 8mm. Silent Projector BS83 
ea nretintncivinctcoanienasagpeiniiaiesnieicimanamegtantate a tenant 
dddress 
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THE FAMOUS 


TRI PURPOSE 


PROJECTOR... 


MODEL AAA—300 won 
for single and double frame 
Re AMimstrips ond 2° x 2" slides. 


b 


THERE IS AN 
S.V.E. PROJECTOR TO 
MEET EVERY SLIDE 
OR FILMSTRIP NEED 


In the S.V.E. line, there is a model to meet 




































the requirements of every business organi- 
zation looking for a projector to show 2” 
x 2” miniature Kodachrome slides, single 
frame or double frame filmstrips, or all three. 


ee PICTUROL 
ECTOR... 


The Miniature line of S.V.E. projectors 
is for showing 2” x 2” slides only, the Tri- 
Purpose line for 35mm single and double 
frame filmstrips and 2” x 2” slides, and the 
Picturol line for 35mm single frame film- 
strips only. All are obtainable in units rang- 
ing from 100 to 300 watt efficiency. 


UNMATCHED IN QUALITY 


In schools, industries and churches, where per- 
fect projection and ease of operation are essen- 
tial, more S.V.E. projectors are used than any 
other kind. Years of pioneering in the visual 
field have resulted in many outstanding S.V.E. 
features, such as: 


SIMPLE OPERATION ... takes only seconds to change 
from filmstrips to slides. 


UNIFORM, BRILLIANT ILLUMINATION on the screen. 

STURDINESS .. . to take hard use. 

CORRECT VENTILATION .. 
tection at aperture. 

SEMI-AUTOMATIC SLIDE CHANGER .. 
easy operation. 


LARGE SELECTION OF LENSES... . for any length 
throw or desired picture size, assuring clear 
definition and sharp images over entire field. 


LIGHT WEIGHT. . 
AC or DC .. . 32 to 240 volts by merely changing lamps. 


REWIND TAKEUP ... 
hext showing. 


SOCIETY FOR VISUAL EDUCATION, 


. for complete film pro- 


. for quick, 


. easy to carry. 


tor 2x protects and rewinds film for 


Le 


Al Business Cornoration 


100 East Ohio Street Chicago 11, Ill. 








IN THIS ISSUE 


* Superlative films, like Fan- 
tasy in Fashion and the Atlas 
Supply program reported on 
Pages 20 and 21 of this issue, are 
wholly dependent on the quality 
of their showing. That is why the 
Editors of Business SCREEN devote 
so much time and space to the 
subject: Designs for Visualiza- 
tion. We continue the series into 
Part Three with this month’s 
presentation of Projected Selling 
and an original plan by our Con- 
sulting Architect CLARENCE NEw- 
roN for a Commercial Sales 
Training Center. (See Pages 17, 
18 and 19.) There’s a sequel to 


ZENN KAUFMAN 


cause he is an outstanding exam- 
ple of the kind of men now being 
attracted to this visual industry 
that story on Page 26 where the | 8 Epwarp T. Dickinson, JR., pic- 
nationwide audiences now attend- tured on this page. Mr. Dickin- 
ing Penn Mutual's film shows are 80M has just become vice-presi- 
described. dent in charge of educational 
@ It’s only natural that this film development and distribu- 
sort of thing should be followed tion of United World Films. A 
by a national authority in show- biographical note appears on 
manship, Appearing in these Page 36. We're proud to have 
pages once again, after a long ab- him with us. 

sence, is ZENN KAUFMAN, sales 
promotion executive for Calvert 
Distillers and co-author with Ken- 
neth Goode of the justly famed 
sales tome Showmanship in Busi- 


—OHC 





Industrial Audio-Visual Group 
Meets in Toledo on June 5-6 


@ Another meeting of the In- 
dustrial Audio-Visual Association 
29-93. The promotion will be held at the Hillcrest Ho- 
is tops, too. tel, Toledo, Ohio, on June 5 and 
i Tint tee ee 6. The program, planned by R. 
utors, yet, but P. Hogan, will cover three sub- 
jects: “Reporting Management 
to Employees and Public,” “Dis- 
tribution of Sponsored Films,” 
and “Self Produced Films.” 


ness. Zenn describes the current 
promotion program behind the 
Calvert picture Clear to the Top, 
on Pages 


family of contrib- 
noteworthy _ be- 


The topic, “Reporting Man- 
agement to Employees and Pub- 
lic,” will throw light on what va- 
rious companies have done to 
present a financial statement in 
film form. “Distribution of Spon- 
sored Films” is a subject which 
will be discussed by representa- 
tives from Modern Talking Pic- 
ture Service, Castle Films, and As- 
sociation Films. 


Epwarp T. 


DICKINSON, JR. 
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Your “Letter Perfect” Salesman 


Articulately, in exactly the words and with the precise 
inflection you have approved, this salesman presents your 
product. His story is made more graphic by motion pic- 
tures of your merchandise being manufactured, tested, 
used. It is the ultimate in persuasive proof. It works for 
you, in automatic perfection, wherever your actual and 
prospective customers may be. 

N.B.: Its effectiveness and versatility in job training, 
sales education, and similar programs is unparalleled. 


eno- Vision 


MILLS INDUSTRIES, INCORPORATED «+ Office and Display Room: 2212 Merchandise Mart 
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the all-in-one cabinet motion pic- 
ture projector for display rooms, 
department stores, transportation 
terminals, lobbies, and offices. 


Chicago 54, Illinois 











For a bigger and ~~ 


screen... 





For finer richer color 





reproduction... <> Use 


CARBON ARC LIGHTING 
for 16mm FILMS! 


@ No other light source can match the 
carbon arc for screen brightness and qual- 
ity of color reproduction. That is why it is 
used in practically all 35 mm movie houses 
in the country. 

In projecting 16 mm film, the carbon arc 
makes an astonishing difference on your 





screen. It brings out detail and color here- 
tofore lost to the audience, thus making 
your picture more interesting and more 
effective. 

For further information, get in touch with 
your dealer—today. 


NATIONAL CARBON COMPANY, INC. 


Unit of Union Carbide and Carbon Corporation 
The word “National” is a registered trade-mark 
of National Carbon Company, Inc. 


30 East 42nd Street, New York 17, N. Y. 
Division Sales Offices: Atlanta, Chicago, Dallas, 
Kansas City, New York, Pittsburgh, San Francisco 
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L Why BELL & HOWELL 


FILMOSOUNDS Excel 


Long preferred by American business, 
Filmosounds are precision-built with ex- 

acting care for years of dependable, trou- 
| ble-free service. Even in large halls, the 
16mm Filmosound floods the screen with 
bright, clear pictures. At all volume levels, 
sound is natural and undistorted. 


Filmosound protects valuable films. It 
runs cool and quietly. It is easy to oper- 


ate. Filmosound makes movies do their 
best for you. 


Write for This FREE BOOKLET 

Ask us to send you “‘Movies Go to Work.” 
This illustrated booklet tells you all the 
| ways that Filmosound movies can work 
for you in selling, training, and personnel 
relations. Write Bell & Howell Company, 
4 7108 McCormick Road, Chicago 45. 
; Branches in New York, Hollywood, 

Washington, D. C., and London. 

















1907-1947... Forty Years of Leadership 
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Vou cannot bring millions of prospects to your headquarters 
for intensive sales presentations. But you can take your full 
story to your prospects . . . with undiminished effectiveness. 


For instance, Westinghouse Electric Corporation takes a 
model kitchen to millions of women .. . all over the U.S. A. 
... by means of a sound movie. This film teaches, entertains, 
and sells with all the power of a personal demonstration. 


The Westinghouse kitchen film is just one of dozens used by 
this firm’s alert sales department in a continuous program of 
sales training, sales promotion, and direct selling. 


Scores of New FILMOSOUNDS Extend 


the Westinghouse Program 


Like hundreds of other experienced users of sound films, 
Westinghouse has long used Bell & Howell Filmosounds to 
obtain the theater-quality sound and picture reproduction 
without which no film program can be fully successful. 


What Westinghouse thinks of Filmosounds is indicated by 
the recent purchase of a large additional quantity, to extend 
further the company’s film service for district offices and 
distributors. 







Bell « Howell 
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ore than once in the past we have spoken on 
this page to the users of business films, urging them 
to prepare a comprehensive selling program against the 


day when such a program would be needed. 
In the first four months of 1947, Wilding has released 


or has in production on our Chicago, Los Angeles and 
Detroit stages, sound motion picture programs designed 


in one way or another to promote the sale of: 


Life insurance Milk 
Communications Beer 
Transportation Soap 
Farm equipment Wine 
Publications Radio 
Automobiles Paper 
Gas ranges Cheese 
Petroleum Rubber 


Industry and business, it would seem, are agreed on the 
proved value of visual media to meet merchandising 


problems. 


Creators and Producers 
of Sound Motion Pictures 
for Commercial, Educational 


and Television Application. 


@ 


Wilding Picture Productions, Ine. 
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NO OTHER ORGANIZATION CAN EQUAL TELEFILM’S 
FACILITIES FOR MAKING 16MM COLOR PRINTS! 


Don't vou shudder at the risks you take of 
losing precious footage when your laboratory 
notches color film for printing? 


Long ago Telefilm abandoned the dangerous 
notching method. Your original is safe here. 
By eliminating notching, Telefilm makes it 
possible.to get more prints from your origi- 
nal. Your original is safe at Telefilm—when 
not in work it is stored in fire-proof, burglar- 
proof reinforced concrete vaults. 


If your color original is already notched— 





and in some other laboratory—you can ship 
it to Telefilm, assured that no more notches 
will endanger your precious original. 


We have set the highest standards in the in- 
dustry for quality color printing and high 
fidelity sound, even improving upon the origi- 
nal in many cases of under or over-exposure. 
Telefilm has the finest equipment in the in- 
dustry and the most competent trained per- 
sonnel. You'll get speedy service—and the 
finest prints possible—when you send your 
original color film to... 








WORLD’S LARGEST, BEST EQUIPPED, EXCLUSIVE 16MM ORGANIZATION 
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We Proudly Announce the— 
Sports, Physical Education 
& Recreation Film Guide 


The first edition of this new Guide, 
listing nearly 850 available 16 mm 
soun dand silent motion pictures and 
filmstrips in the field of sports and 
recreational interests is ready, Priced 
at only 50c a copy, the Guide may be 
obtained by writing to Business 
Screen, 812 North Dearborn Street, 
Chicago 10. 

Complete sources together with a 
special list of nationwide projection 
services are provided, 


{nother Visual Industry Service 
Published by Business Screen 
in cooperation with 


The Athletic Institute 














Marvin W. Spoor 






The Seal of Quality 
Since 1913 





Visual Publications 
Acquire New Home 


*% Business SCREEN’s editors will occupy this 
magazine’s new Chicago headquarters build- 
ing at 812 North Dearborn Street on May II. 
The new quarters, in a remodeled and stream- 
lined Chicago residence on the Near North 
side, will provide these publications with the 
finest production, research and circulation 
facilities of any publication in the audio-vis- 
ual field, 


According to the publisher’s announcement, 
the new facilities will include a preview the- 
atre with modern 16 mm sound and filmstrip 
projection, extensive mailing room and other 
circulation facilities, complete art and layout 
studios, as well as extensive production and 
magazine editorial space. 

This forward step marks nearly a decade 
of progressive service to the visual industry, 
including the publication of many training 
manuals, handbooks, film directories and two 
regular magazines: BusiINess SCREEN and SEF 
& Hear. Offices are maintained in New York, 
Los Angeles, Madison, and Eau Claire, in 
addition to the Chicago center, 


Latest publication from the Business SCREEN 
presses is the Sports, Physical Education & 
Recreation Film Guide with a circulation of 
over 15,000 copies in that special interest field. 





Artist’s sketch of 812 North Dearborn Street 








MEN OF ATLAS 


Marvin W. Spoor — known as “Major” to most of the 
motion picture industry — is Atlas Vice President in 
Charge of Production . . . Experience of nearly 40 
years behind the camera and in various technical 
phases of both commercial and theatrical movie mak- 
ing has given him a knowledge few other men have 
of this highly specialized business. . . . Recently he 
redesigned the Atlas studio and laboratory facilities 
and supervised their complete modernization . . . One 
more reason why this 34-year old organization is bet- 
ter equipped than ever before to produce top-quality 
motion pictures and slidefilms for leaders of American 
business .. . Your inquiry is invited. 


Atlas — for dramatic productions! 
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RCA ...The First Name in 
16mm Sound Equipment 


Now—16mm sound-on-film projection has reached its 
Sixteenth Anniversary, RCA takes this opportunity of com- 
memorating the occasion. RCA also celebrates its Sixteenth 
Anniversary in the development and manufacture of top 
quality 16mm Motion Picture Equipment. 

It was the privilege of RCA to pioneer and develop the first 
successful method of recording sound on 16mm film. In 1931, 
RCA built the first 16mm projector capable of reproducing 
synchronized pictures and sound from the same film. 

From these early and advanced RCA developments was 
born the 16mm sound motion picture industry. 

RCA pledges a continuance of its leadership in pioneering 
with new methods—revolutionary new improvements. 

When you buy an RCA 16mm Sound Projector, you are 


Watch for important announce assured of all the latest features that bring you better sound, 


ment of RCA’s new postwar 


idee: Soul Peahetw, The brighter pictures, easier operation. With RCA you get that 
greatest 16mm projector in all ultimate in quality of 16mm enjoyment not found with other 
RCA history. projectors. 


FIRST IN SOUND...FINEST IN PROJECTION 


16mm MOTION PICTURE EQUIPMENT 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J. 





In Canada: RCA VICTOR Company Limited, Montreal 
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ROLAND REED PRODUCTIONS, INC. 











sets the standard of picture quality 


We are proud to present 








uw 
The outstanding promotion picture of 1947. 
A film which further contributes to our leader- 
ship in the field of sponsored motion pictures. 
Our successful experience 
Is your best insurance. 
J 


OTHER CURRENT ROLAND REED RELEASES: Roland Reed Productions, Ine. 


Science Spins a Yarn (Technicolor)—American Viscose Com- 





pany. producers of Sales Training, Institutional 
This Is My Best (Technicolor) —Cresta Blanca Wineries. and Public Relations (ime 
Off the Highway—Continental Oil Company. 
Clear to the Top—Calvert Distilleries. STUDIO: RKO-Pathe, Culver City, California 
(In preparation: pictures for U. S. Steel; Continental Oil Co.; OFFICES: 275 S. Beverly Dr. Beverly Hills, Calif. 
Lutheran Church, Missouri Synod). ’ 
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Above: Separate 30 watt 
amplifier and speaker 
unit afford portable Pub- 
lic Address facilities for 
demonstrations, sales 
meetings, employe assem- 
blies, athletic events, etc. 

















OR MORE THAN 34 years, the world’s 

ranking business and industrial con- 
cerns and governmental agencies respon- 
sible for teaching, training, educating and 
enlightening personnel, dealers, customers 
and community groups, have turned to 
DeVRY for equipment to help them do 
the job. 

Today DeVRY makes available to the 
needs of audio-visual teaching, training and 
enlightenment, both 35mm. and 16mm. 
movie cameras and motion picture projec- 
tors; slide and slide film projectors; electric 
transcription playback units, microphones 


al 


MOTION PICTURE 














CAMERAS AND PROJECT 


Only 5-TIME WINNER of Army-Navy “E” for the 
production of motion picture sound equipment 










and public address equipment, screens — in 
fact, the world’s most complete line of 
motion picture sound and related equip- 
ment, as designed and built to meet the 
most exacting standards of professional 
projectionists in the world’s finest theaters. 


In an age which demands sight, sound, 
motion and color for the effective trans- 


mission of its most important messages, 


you'll find DeVRY to be your best audio- 
visual equipment buy. Use coupon below 
to obtain colorful literature, without obli- 


gation. DeVRY Corporation, 1111 Armitage 
Avenue, Chicago 14 


, Illinois. 


Chicago 14, Illinois. 


Gentlemen: 
lamp. 

RS 
ws Name 


Address 


City 
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1111 Armitage Ave., Dept. BS-D5 


Please send latest literature on Audio-Visual Sales & Training Aids. 4 
Please send “Production Pointers’ 


ested in 35mm. motion picture sound equipment; 


In Canada, contact Arrow Films, Ltd., 1115 Bay St., Toronto 5, Ontario, Canada 1. 
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THE TEMPO OF MODERN 
mSUSINESS DEMANDS THESE 
FACILITATING TOOLS 












Left: DeVRY Model 
RS-ND30 16mm. por- 
table projector, shown 
with 30 watt amplifier 
and + ag permanent 
magnet speaker. This 
3- purpose professional 
sound-on-film projector: 














(1) SAFELY projects 
both sound and silent 
films; 









(2) Shows black 
white and 
without 
ment; 





- and - 
color film 
extra equip- 

















(3) Has 
housed 
sturdy 


separately 
amplifier and 
speaker which 
give you amplification 
for either microphone or 
turntable. 


35mm. AUDITORIUM 
EQUIPMENT... 


for Auditorium, As- 
sembly Hall and Com- 
pany Theaters—where 
35mm. films are to be 
shown. Get the facts 
about: (1) DeVry 
Theater Projectors — 
sturdy 35mm. preci- 
sion projectors for 
permanent installa- 
tions (illustrated); (2) 
portable 





DeVRY Trans- 
35mm. sound-on-film projec- 
tor for use where projector throw does 





not exceed 60 feet; (3) DeVRY Por- 
table 35mm. sound-on-film projector in 
matched cases — projector in one 
plifier and speaker in the other. 


Ideal for road-show and sales or training 
caravans. 





am- 


Use coupon below to get colorful litera- 
ture FREE! 
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and names of Producers. [] We are inter- : 


with arc lamp; with Mazda 
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AS THE SCENES CHANGE 
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Sound Masters, Ine, B35 


165 WEST 46TH STREET—NEW YORK 19...3010 BOOK TOWER — DETROIT 26 
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ADDS GREATER EFFECTIVENESS TO THEIR USE 


HE REJURN to a buyer’s market in 
many phases of industry has brought 
selling and the training of salesmen 

into sharp focus, From factory to whole- 
saler and jobber, through to ultimate delivery 
to the customer, the whole pattern of distribu- 
tion is showing at the seams. 

Today's design for better selling is based 
on several fundamentals: (1) a clear-cut “chain 
of command” is the most important of these. 
A foolproof line of communications between 
factory sales management and the whole field 
of sales outlets is especially essential in these 
days of high production line costs. Material 
and design changes offering competitive ad- 
vantage, price fluctuations, new distribution 
ideas, customer utilization ideas —all these 
must be carried swiftly and without change 
or loss of basic ideas through the complex 
network of manpower and sales facilities. 

Other fundamentals in the design for sell- 
ing are (2) thorough consumer education in 
the personal advantages of the product and 
(3) maximum interest in such educational and 
informational materials on the part of both 
the sales force and the consumer audience. 


An All-Purpose Conference Room 


* A design for a “model” all-purpose confer- 
ence room which can be quickly converted 
to a sales training center or an attractive 
display room is being offered as a service to 
businessmen by the Armstrong Cork Company 
in collaboration with the National Office Man- 
agement Association. 

The layout for this many-purpose room has 
been designed for flexibility. It can start the 
day with the correct atmosphere for a direc- 
tors’ meeting, be quickly converted for an 
afternoon sales training session, and wind up 
as an attractive display room. Valuable office 
space is conserved and the cost of maintaining 
several rooms instead of one is eliminated. 

So as to include the soundest and most 
practical ideas in the design, the makers of 
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DESIGNS 


PROJECTED SELLING 


A WELL-PLANNED SETTING 


Armstrong's linoleum and the National Office 
Management Association polled the manage- 
ment of many progressive businesses to find 
out how they would want to use such a room. 
Then an experienced architect-designer 
worked closely with Armstrong’s Bureau of 
Interior Decoration to prepare a plan which 
incorporates these ideas into a room with an 
extremely wide range of uses. 

Also as a result of the study and to supple- 
ment the model design, an “Ideas” portfolio 
has been prepared by Armstrong for free 
distribution to business organizations, This 
portfolio explains in detail the specific ideas 
incorporated in the model plan and presents 
a number of additional suggestions which can 
be adapted to meet the particular require- 
ments of a business. 


The plan is not offered as a rigid design 


Design for a model all-purpose confe 





VISUALIZATION 


FOR MODERN COMMUNICATION TOOLS 


IN BUSINESS 


for a room, but rather as a collection of sound 
ideas from which the businessman can select 
those which best apply to his own particulan 
case. It provides a starting point for business 
men who wish to remodel a conference room 
or are planning to build a new one, The 
design can be modified and original ideas 
easily added as the planning proceeds, Many 
of the ideas in the “model” design and in the 
“Ideas” portfolio can be adapted to the aver- 
age office’s needs without major construction 
changes. Others can be carried out as soon 
as building materials become more available. 

The key to the “model” plan is its empha- 
sis on versatility, Much of this versatility is 
obtained through the use of wall panel cabi- 
nets, which are an attractive part of the dec- 
orative scheme when closed. ‘The paneled 


(CONTINUED ON PAGI rHIRTY ) 
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SECTION B-B 


Plan for a Commercial 
Sales Training Center 


HIS PLAN will be of especial interest 
to the manufacturer of any durable 
goods items distributed through job- 

bers and retailers. A sizeable field sales force 
in need of training and thorough indoctrina- 
tion in manufacturing processes, materials, 
and such problems as installation, mainte 
nance and customer service will be well-served 
by the facilities provided. 

Jobbers and other buyers may also be 
served and sold through provision for prod 
uct demonstration at the plant or head 
quarters ofhces. The Center has both stage 
and revolving platforms for this purpose. 

Ihe plan is arranged so that the sales 


manager and his assistants have complete 
control of a meeting room session or product 
display. Facilities may be enlarged by open- 
ing the folding doors of space 5, Otherwise 
this space is separated for use as an additional 
conference or work room. Both rooms are 
served by a public address system. 

Product displays have been emphasized in 
the plan: revolving display platforms in both 
corners of the main auditorium are provided. 
(See detail sketches on the opposite page, 
[right] for additional data.) These revolv- 
ing platforms provide for quick change of 
products in a minimum space without dis- 
turbing the audience. 


Front elevation of the stage and revolving platforms (behind drapes) in plan. 
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REEN 


DRAPES 


DETAIL SKETCHES to 
the left (AA and BB) 
show construction of 
the stage, including 
placement of the pro- 
jection screen, speak- 
ers and position of the 
revolving platforms in 
relation to stage. 


START YOUR OWN PLANNING FROM HERE 


@ It should be noted that the plans presented 
in each issue of Business SCREEN are not in- 
tended to offer a ready-made solution for 
direct adoption. From the ideas suggested, 
the sales or training executive may proceed 
to better planning of his own specific needs 
with the company architect. Any plan may 
be enlarged or reduced to fit specific needs. 

Several readers have prepared portfolios of 
clippings from these pages and other sources, 
Manufacturers of projection equipment, 
screens, air conditioning, acoustical materials 
and lighting are especially helpful sources of 
other data for such files, Architectural pub- 
lications such tas the Forum and ARCHITEC- 
rURAL Recorp are highly useful sources. 
Design notes: a separated projection room 
is provided, with adequate space for film 
storage, rewinding and inspection, This room 
also provides the company with a film center 
for outside uses such as sales showings in the 
field. 

Location of speakers should not be too high 
above the audience. At the height shown the 
speakers should be beamed downward toward 
the audience. 

Acoustical treatment of the ceiling is sug- 
gested but any installation of acoustical ma- 
terials should be directed by an expert in 
this field. Either the manufacturer of these 
materials or the sound engineer in charge of 
public address and projection installation 
may be counted on for advice on this impor- 
tant subject, 

Air conditioning is a “must” for an audi- 
ence room of this type, It will take a fairly 
large plant to furnish this air supply inde- 
pendently, but if a general office or plant 
installation has already been made the prob- 
lem is simply one of proper ducts and ade- 
quate supply. 

Location of the screen within a curtained 
opening provides a “shadow-box” effect for 
more brilliant screen illumination. A certain 
amount of room lighting during film show- 
ings is necessary and an area around the screen 
(CONTINUED ON PAGE THIRTY) 
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(cove LIGHTING 


1 FILM CABINET 
2SPLICING TABLE 
3 REWIND TABLE 


4 GLASS DISPLAY CASES 
5 CONFERENCE ROOM 
© THEATER, DISPLAY ROOM, 
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P OR CLASSROOM 


NSIVE FLOOR PLAN of the Commercial Sales 


Training Center suggested by Business SCREEN’S consulting archi- 


na 


tect. 


elsewhere on these pages, 


USE MOVIES 


* Officials of the LeTourneau Company at 
Peoria, Illinois, planned wisely and well for 
that organization’s 1947 sales meeting. An 
exhibit of the heavy-duty road and construc- 
tion machinery for which LeTourneau_ is 
world-famed made an inspirational setting for 
these sessions. 

Motion pictures projected on Mills Sono- 


Details of significant parts of this general plan are shown 


This is the third in a continuing series. 


FOR PRODUCT DEMONSTRATION 


Vision equipment built into the exhibit dis- 
play framework were a significant part of the 
show. Photo-murals of machinery 
jobs were thus brought to life in a center 
panel which contained the rear projection 


on various 


screen. 
A full view of the display section showing 
the motion picture setup appears below. 


View showing the motion picture setting in the LeTourneau sales exhibit. 
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DETAILS ABOVE AND BELOW show the construc- 
tion of the unique revolving platforms for 
product display which are a part of the Com- 
mercial Sales Training Center plan described 


in these pages. 
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On the “production line” 


during the making of an Atlas Supply film at the Wilding studios. 


Atlas Supply Meets Today's Challenge 


\ Business Screen Major 


AR-TIME MARKETING of petro 
leum products and automotive ac 
cessories was almost entirely non- 
competitive, Customers usually felt they were 
lucky to get gas, much less be very particular 
about service or the other niceties they had 
been accustomed to before the war. Petroleum 
marketers did their best to maintain morale 
among dealers and urged the continuance ol 
high service standards, but the results were 
not always too successful. 
rhe end of the war brought competition 
and the necessity for high standards back with 
a bang. Not only did supplies become more 
plentiful, allowing Mr. Customer to shop for 
service, but thousands of new men had to 
be hired and trained who had had no ex- 
perience in service station work. 
On August 14, 1945 Paul E. Belknap, sales 


promotion manager of Atlas Supply Com 


This bettered topper symbolizes “Plug Hat” 


[raining Program Feature Article 


pany, was in San Francisco finishing up his 
final presentation of a sales training program 
to one of the petroleum marketing companies 
handling the Atlas line of tires, batteries and 
accessories. On that first day of peace, with 
handle 
more cars, more customers with better service 


post-war problems of reconversion 
looming into the sights of all gas station 
Atlas was ready to fill 
carefully planned, 


owners and operators, 
the bill with a compre- 
hensive training program that was approved 
and into production within one week after 
V-] Day. 

Preliminary thoughts and outlines had 
started shortly after the end of the war in 
Europe, and by late 1945 the Atlas training 
program was already in effect, though all 
phases of the plan were not completed until 
June 1946. 


The Atlas post-war program has been in 


On the set for Atlas’ “Honeymoon Detour” 








operation now for over a year. Incorporating 
seven motion pictures in a series of four sales 
meetings, the training program has _ been 
shown thus far to 60,000 service station own- 
ers, operators and employees. Results, judging 
from sales figures and from the reports of the 
marketing companies Atlas serves, have been 
exceptionally good. For this reason, we are 
presenting a closely detailed story of how the 
plan operates. 


Produce Seven Films in Series 

Atlas planned and sponsored the entire 
series of film and printed aids for the petro- 
leum marketing companies’ use, Prior to pro- 
duction the marketers approved all plans and 
agreed to underwrite costs of printed ma- 
terials and print costs of films. Wilding 
Picture Productions produced all seven films. 
Ross Roy, Inc. produced the printed material. 

The training plan in each case opened by 
introduction of the idea to division chiefs at 
the home offices of the various companies, 
and from then on meetings were conducted 
in each major locality for groups of dealers 
by division field men, Presenting the plan 
to station operators, Atlas distributed a large 
brochure, Action With Atlas, which described 
the meetings as a “big, dramatic, tire, battery 
and accessory program providing product 
knowledge and sales and service training help 
for every station operator and employee.” It 
urged every operator to “tie into this volume- 
building activity with full enthusiasm.” 


DETAILS OF THE SALES MEETINGS 

Meeting I in the series consists of large 
group gatherings designed to indoctrinate new 
dealers and employees, and bring them up to 
date on where the tire, battery and accessory 
business stands today. 

At this meeting one motion picture, New 
Horizons, is shown, This film records the 
wartime achievements of Atlas dealers and 
outlines the great future ahead for dealers in 
Atlas products. 

Division managers introduce the film, de- 
scribe the purpose of the meetings, and point 
out the potential volume that a dealer should 
get in tires, batteries and accessories per 1,000 
gallons of gas per month, The latter informa- 
tion is based on market research and _ pre- 
sented by large charts visually, in addition to 
the speaker’s comments, 

The second meeting, on tires, is for smaller 


Lessons in tire selling from “Inside Story” 
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groups of 12 to 15 dealers. It is aimed at 
training all station personnel in effective tire 
selling methods. Two motion pictures are 
used, One, Inside Story, is a tire product film 
on the design, testing and manufacture of 
Atlas tires. Rather than a “nuts and bolts” 
factory run-around, Jnside Story concentrates 
on the engineering and testing of tires. It 
gets across the idea that the Atlas is built by 
men who know tires. 

Following Inside Story is a flip sheet pres- 
entation, Raise Our Sights, delivered by the 
meeting chairman. This talk presents tire 
market information to enable the dealer to 
forecast his tire merchandising activities, 

The second motion picture on tires is The 
Love O’ Mike, a dramatic sales training film 
on strategy in personal selling. 


Quiz Session ENps ALL MEETINGS 


In conjunction with the tire meeting, as 
with the accessory and battery meetings later, 
each man is given a cartoon booklet which 
outlines the material presented in the meeting. 
All product meetings are concluded by a True 
and False quiz, The sheets are not collected, 
the test being used only for review purposes. 

Step III in the Atlas program is a meeting 
for small groups on accessories. Featured in 
this meeting are two more motion pictures: 
Performance Tells, a product story which 
demonstrates proved installation and service 
methods for oil filters, fan belts, mufflers and 
other items in the Atlas accessory line; and 
Honeymoon Detour, a sales picture which 
also incorporates product information on the 
construction and operation of accessories, 


A FourtH SERIES SOON TO BEGIN 


Ihe fourth series of meetings, on batteries, 
has been held off pending the easing of bat- 
tery supply, and to allow the other meetings 
to continue building enthusiasm for the pro- 
gram, but this series is now about to begin. 
I'wo motion pictures are also to be featured 
in the battery meetings. 

One, The Magic Box, is the product film, 
telling how batteries are designed, built and 
tested. Plug Hat, the second, is an entertain- 
ing sales training film telling of the trials of 
a service station operator who had overlooked 
battery sales and service, but finds he had 
missed out on a very profitable business. 


THE PROGRAM Pays Bic DivipENpbs 


Atlas’ training program is one of the most 
complete ever devised in the automotive field, 
It has paid big dividends. Paul E, Belknap, 
sales promotion manager of Atlas, states, “Our 
post-war training program of four meetings, 
seven sound motion pictures, three flip sheet 
charts, three booklets and three quiz sheets 
has been worth every bit of time and money 
we put into it. 
activities in which we have engaged this is 
by far the most successful.”’ 


Of all the sales training 


* * * 
Epiror’s Nore: The Atlas story was told to 
Business SCREEN’s New York editor, Bob Sey- 
mour, Jr., by Paul E. Belknap, sales promo- 
tion manager of Atlas Supply. 
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Fantasy 
in Fashion 


Color and Sound Make a Hit 
in This Clever New Picture 


Lush fashion scenes like the one at 
right are typical of Roland Reed's 
production for Sam Friedlander, 








NE OF THE FIRST really new ideas 
in film sponsorship to be seen in 
many a month is Sam Friedlander’s 

new color motion picture, Fantasy in Fashion, 

Friedlander, a New York dress manufac- 
turer, approached his outlets last year with a 
plan to produce a film showing 1947 Spring 
fashions, for the exclusive use of one store in 
each community. 

The plan was a package idea, combining 
production and supervision by Friedlander of 
a motion picture, national ad tie-ups in the 
high fashion magazines, a complete supply 
of local ad layouts and slugs, publicity stories, 
and all the dope about the best way to get 
the most out of the film. 

150 stores, in as many communities, plunked 
down $750, each, for two films, to be dealt 
in on the package. They got their money's 
worth, and then some, 


FEATURES MOYEN ORIGINAL FASHIONS 


Friedlander, who didn’t do at all badly 
either, first made a deal with Enka Rayon 
to obtain a half million yards of hard-to-get 
William Rose fabrics. Enka’s end of this 
arrangement was an opportunity to tie-in on 
all the promotion and reap considerable free 
publicity on the picture. 

With the fabric, Friedlander made up his 
Spring line of Moyen Originals, comprising 
12 cocktail dresses, 11 evening gowns and one 
lounging pajama suit. Each store in on the 
film promotion agreed to take at least one of 
each dress, though 50 was about the average. 


PRopUCED IN Mexico By ROLAND REED 


Fantasy in Fashion was produced in Mexico 
by Roland Reed. Part of the film was shot 
in RKO’s Mexico City studio. The remainder 
was purposely photographed showing — the 
gowns against out of door settings of sea and 


sand. 


“Everyone knows you wear a cocktail dress 
at a bar, an evening gown on a dance floor and 
a lounging pajama on a terrace,” says Fried- 
lander, “but everyone dreams about distant 
and glamorous shores. Show the dresses against 
some pounding waves or a Mexican cactus 
grove; talk about the way you feel when a 





zephyr blows, instead of hemlines and neck- 
lines, and you're immediately in the mood 
to wear the dress. You can see yourself in it 
in its proper setting and you can’t wait to 
try it on, It’s amazing how it works.” 

Nine top fashion models were transported 
to Mexico for filming Fantasy in Fashion. 
They are shown tossing petals into the wind, 
nuzzling bouquets, and surrounded by nebu- 
lae of tinted stars, Other Dali-like scenes 
depict them in the midst of cacti and old 
skulls on a desert. 


PERFECTLY SUITED TO AUDIENCES 


The script is as lush as a perfume ad. 
Written by Peggy Le Boutillier and narrated 
by John Nesbitt (Passing Parade), it is angled 
perfectly for a women’s audience. One of ou 
feminine editorial assistants who went along 
with us to review the film assures us it is 
authentic “Vogue-language.” 

Each store subscribing to the Friedlande 
plan received the 22 minute film, the dresses, 
the promotion plans, simultaneously, accom- 
panied by a booklet telling various ways ol 
using the visual idea. Here are some excerpts 
from the promotion booklet: 


BACKGROUND OF STORE PROMOTION 


“The initial showing of Fantasy In Fashion 
in your city will be on an exclusive basis. 
Your store will be the only one to feature the 
first important visual presentation in the 
fashion field, You have an obligation to your- 
self to surround this event with a campaign 
of sufiicient magnitude to create an unforget 
table impression, The fact that your store has 
the exclusive showing of this film places you 
on the top pinnacle of fashion leadership 
within your community. Every method of 
merchandising should be diverted into one 
gigantic operation so that no avenue of pros- 
pective customers is overlooked, from the first 
direct mail announcement to the final news- 
paper ad. Proper emphasis should be placed 
on stressing that the visual method of pre- 
senting fashions is new, exciting, revolutionary 
in scope. The more importance you place 


(CONTINUED ON PAGE FIFTY-TWO) 
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~ Calvert's progress: 
from easel to screen 


by Zenn Kaufman, Merchandising Manager 
Calvert Distillers Corporation 


\ Business SCREEN editorial 
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digest of the talk given by 
Ur. Kaufman before the Pub 
lic Relations Film Forum in 


Washington, D.C, last month. 
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E at Calvert take our public relations 

rather seriously. We feel that ou 

4 industry has a great responsibility in 

its role as a trustee for the 2Ist Amendment, 

and that it is important for us to share with 

the public what we know about ow product 
and how it should be used, 

Few products are viewed with so many 
misconceptions as ours, Few industries are 
as frequently musinterpreted. Hence, it is 
necessary that we constantly be on the alert 
with an active program of public relations 
and consumer education. 

We believe in moderation. But belief is not 
enough. Hence we have always been out 
spoken in our plea for sensible drinking, not 
only in our advertising, but also through the 
consumer education 


program which I am 


privileged to describe in these columns 


CHART PROGRAM INITIATED BACK IN 1922 


This program was initiated in 1942 with 
a 20-minute talk by a Calvert 
illustrated by a set of 17 charts 


salesman 

(in color). 
The chart-lecture was the original type of 
This talk touched first 
on the place of the liquor industry in the 


presentation we used. 
American economy—including our role as a 
taxpayer, I might add that during the wai 
we included several pages that told about our 
part in the war effort, 

From here we went into an explanation of 
how whiskey is made and why spirit blend 
whiskey is the most desirable type for drink 
ing. We wound up with a page giving a few 


A typical Calvert meeting audience 
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common sense rules for drinking and a plea 
Recently we added to this a 
distillers return 


for moderation, 
page which explains how 
grain to the farmer as a high protein feed 
for cattle, 

We were delighted with the reception of 
this program. Originally planned for luncheon 
club presentations, we were amazed at the 
radiation to groups of all kinds such as vet- 
erans and fraternal organizations, employee 
Belore we knew it, ove. 
50 different types of groups were booking ow 


and Union groups. 


meeting. 

There was an almost fantastic diversity in 
the types of groups covered. Our salesmen 
certainly did a great job in searching out new 
avenues for presentations. 

During the war the presentation was pop- 
ular in war plants. 
absentee problems and felt that our message 
of moderation would be helpful. In one Cali- 


Many war plants had 


fornia shipyard, in one day, working around 
the clock in three shifts, we reached 10,000 
workers—over 3,500 at a time. We used a 
public address system and three of these casels 
facing the crowd from various angles. 

This story was taught to a deaf and dumb 
man to give to a deaf group. 


AND TRANSLATED INTO SEVEN LANGUAGES 


It has been presented in hotel lobbies, 
nurses homes, at dude ranches, at weddings. 
In fact our men have even gone out on barges 
on the Mississippi River to present this story 
to sailors. Incidentally, it has been presented 
to many advertising and sales managers clubs. 
One of the most interesting features of these 
programs is the question period that follows 
our talk. On the last page of the casel we 
have a group of questions to prime the crowd 
and once the ball is rolling folks hang around, 
especially in the evening, for over an how 
asking questions about alcoholic beverages. 
Before leaving the easel program, I want 
to mention one incidental benefit accruing to 
When we first 
told our Calvert salesmen they would be asked 
to talk in public—many of them said they 


oul company and our men, 








couldn't do it, In fact a few quit rather than 
face an audience. 


But, once they got a taste 
of it—their first few meetings behind them— 
they loved it. 
ment in getting up before a crowd and the 
applause sounded sweet in their ears. Question 
periods proved the interest of the crowd and 


There was a sense of achieve- 


today our men love this work. It has devel- 
oped something within our men—it has ex- 
panded their self-confidence, given them an 
added sense of dignity and, we feel, made 


them much better salesmen. 


Resutts Have BEEN VERY SUCCESSFUI 


Results of this program were wonderful— 
soon we were rolling up 1,000 meetings a 
month, which is what we are doing now, In 
addition to the meeting there was a benefit 
from publicity. We received stories both be- 
lore and after meetings in local papers—also 
publicity in club bulletins. 

We supplemented this group program with 
a personal presentation through the use of 
a smaller kit. Recently the kit 
boiled down to pocket size—it’s built into a 
personal wallet which every Calvert man car- 
ries and uses four times a day. 


story was 


This alone 
reaches 1,000 consumers a day or a quarter of 
a million people a year, Each of these con- 
tacts is reported in writing—is spot-checked 
with a quiz sheet. 

Ihe latest step in this program is the movie 

Clear to the Top. In the movie, of course, 
we have all the dramatic values of a Holly- 
wood production, as you may see for yourself. 
We knew from the first previews that this 
movie was well received because when we 
audience reaction cards they 
showed that 9 out of 10 people not only liked 
our movie, but also learned something from 
it. When we asked on the cards, “What did 
vou learn?,” they told us exactly the things 
we wanted them to know—namely, our purpose 
in making the movie. 


passed out 


Now, a word about the distribution of our 
picture. Far too many pictures are made with- 
out a realistic study of distribution problems. 
Then, many companies are disappointed with 
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the results. We made our distributing plan 
before we made the picture—then made our 
picture to fit that plan. 

We decided to do the main distributing 
job ourselves, We felt we had a real equity 
in the ability of hundreds of Calvert men to 
conduct a meeting—hence, we decided to use 
our own manpower, We bought forty 16 mm 
projectors—mostly the big machines, some of 
the light-weights. We brought our men in to 
a series of meetings—gave them instructions in 
the operation of the equipment, At the same 
time we discussd the whole film program— 
gave each man a complete 40-page manual 
covering the entire program, This manual is 
a pretty comprehensive job—it covers the pros- 
pecting for and booking of meetings, how to 
use the exploitation material and publicity, 
how to handle the question period. 

A New IDEA FOR QUESTION CHARI 

Incidentally, for a while we were stumped 
on the matter of how to get the question chart 
before our audiences. The machines couldn't 
show slides, we didn’t want to give the men 
anything extra to carry. Finally, we hit on the 
idea of putting the questions on the back of 
the screen. That worked just fine. Now, when 
the film is over we just turn the screen around 
and we're in business. 

Ihe movie has been requested by many 
groups that might never have seen our easel. 
The University of Southern California not 
only showed it to a class of 400 students of 
cinematography, but also asked for a print of 
it for their library to show in their fraternity 
houses. Many universities have shown it to 
classes in advertising, sales and public rela- 
tions, including Dartmouth, Syracuse and Cor- 
nell. The movie has been featured at national 
meetings of large trade associations and in 
some cities our distributors had public show- 
ings in theatres. Many industrial plants show 
it to all of their employees as part of thei 
safety program, for moderation and safety go 
hand in hand. 


Calvert promotion piece for audiences 






At Our Next Weeting! 
A Great Movie! 
Don’t Miss It! 


Manx THE DATE on your calendar—don't let amy- 
thong wtertere wih vour attending our acxt 
meeting 

For, ia addition wo the regutar features, we're 
showing @ movie A great movic. Great enter- 
tasmenmt plus an cduc sonal angle that will 
wdee your eyes 

It's "Clear To The Top,” starring Hollywood 
players you ve seen ia scores of Hollywood 
Hote Joan Worathors Regis Toomey, Seephen 
Barclay and many others—in a tary you ll re- 
meovher 4 long. bom (ume 


viert a vase distillery and see how whiskey is 
made. why 0 blended. And sit onthe edge 
ot your chasr cvery manute of the showing. 
Here's a movie no adult Americon should 
ares. One we predict will be che walls of the 

‘ Someheita mast” 
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A scene from “Joe’s Kid’—veteran film 


Case Histories of the New Films 





“Joe’s Kid” is reviewed on this page 





FOR EMPLOYEE RELATIONS 


Sponsor: Standard Oil Company of New Jer- 
sey. Film: Economics, A Graphic Outline. 
Producer: Philip Ragan Associates. 

* This film was designed to teach the funda- 

mentals of basic economics to Standard Oil 

of New Jersey employees. 

Synopsis: Beginning with the simple economy 

of the cave man as he meets his daily needs, 

the film goes on to describe our modern 
economic structure, stressing that man is still 
the center of any system. 

Technical Notes: The film is all animation, 

black and white, 35 and 16 mm and 986 feet 

long. 

Distribution: Standard Oil of New Jersey use 

the film for internal showings to employees. 


A VETERAN’S PROGRAM 
Sponsor: Veterans of Foreign Wars National 
Home. Film: Joe’s Kid. Producer: The 
Jam Handy Organization. 
* <A challenge to all communities and _ phi- 
lanthropic organizations interested in the care 
of orphaned children has been set forth in a 
new motion picture entitled Joe’s Kid, which 
dramatizes the care and attention given to 
orphaned children in a modern children’s 
home. 


Synopsis: Joe's Aid tells the story of a vet- 
eran who returns home and wants to help the 
child of his buddy, Joe, who was killed in 
action, To his dismay he finds that “Joe's 
kid” has been sent to an orphanage, He vis- 
its the institution, intending to take the child 
home with him, but leaves her at the home, 
convinced that she will be happy there. 

The picture shows not only the physical 
plant and method of operation of an out- 
standing children’s home, but also illustrates 
how orphaned children of veterans, living in 
beautiful and healthful surroundings, are 
provided with all the companionship, affec- 
tion, and understanding of real family life. 


Technical Notes: Joe’s Kid is a 16 mm sound 
motion picture of 23 minutes’ running time. 
Distribution: For details on the loan of prints 
of this film, contact the Veterans of Foreign 
Wars National Home, Eaton Rapids, Mich, 


DYE INDUSTRY SALES 


Sponsor: Dyestuffs Division, E. 1. du Pont 
de Nemours & Company. Film: Harness- 
ing the Rainbow. Producer: Sound Mas- 
ters, Inc. é 

* The need for a film of this type is clearly 

illustrated in the opening sequence of Harness- 

ing the Rainbow, That pretty little blue dress 
of baby’s comes out of a washing with blue 
dye running into the white collar and trim- 
mings—Mrs. Housewife had not bothered to 
look for a color-fast guarantee label before 
she bought. But Mrs. Housewife is becoming 
increasingly materials 
which are not color-fast, and betore she buys 


more wary of dyed 
she will insist that a color-fast guarantee is 
attached. 

Harnessing the Rainbow is a timely message 
to converters and manufacturers of textiles to 
insure that the materials they handle are 
properly labeled, and that washable or fade- 
resistant cloth is really capable of performing 
that function. 

Synopsis: The film shows, through visits to 


( CONTINUED ON THI FOLLOWING PAGE ) 


A scene from “Harnessing the Rainbow” 
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( CONTINUED FROM THE PRECEDING PAGE ) 


du Pont experimental laboratories, and dye- 
stuff production plants, what the company is 
doing to provide good dyes for every purpose, 
from careful preparation with sure controls to 
expert matching and analysis. 

It illustrates the differences between dyes 
for plant derived materials (cotton, linen), 
animal derived (wool) or synthetic textiles 
(rayon, nylon). 

One interesting scene tells how, during early 
abstract dye development work, samples of 
sulfanilamide had been produced. When the 
need for quick production of the drug was 
required, upon discovery of its disease com 
batting qualities, du Pont’s early research cami 
to good use, 

Technical Notes: Harnessing the Rainbow is 
Much of it 
was photographed in du Pont plants and 


a 30 minute Kodachrome film. 


laboratories, 


Distribution: du Pont's Dyestuffs Division is 
distributing the film through branch offices 
to manufacturers and converters of textiles. 


IN-PLANT TRANSPORTATION 


Sponsor: Automatic Transportation Company 
(Division of Yale & Towne Manufactuwi 
ing Company). Film: Pay Loads Pay Off. 
Producer: William J]. Ganz Company. 

*® Labor costs today are the highest in history. 

And the largest single labor cost in manu 

facturing, often amounting to as much as 22 

percent of the payroll, consists of the handling 

and storage of raw and finished materials. 

Just as 30-40 years ago manufacturing costs 
were reduced by wide scale adoption of mod 
ern machine tools for mass production, today 
the greatest opportunity for increased profits 
lies in scientific materials handling. 

Though modern handling methods have 
proved themselves in many factories, there still 
seems to be some reluctance of top manage 
ment to invest in a conversion from manual 
to mechanical systems. 

The Automatic Transportation Company 
has been telling the story of modern materials 
handling to top management by advertising 
Space in management magazines for several 
years. This campaign has had excellent re 
sults—54 percent of the inquiries received so 
far have been from presidents, vice presidents 
and treasurers. 

In furthering the cause of modern materials 
handling, Automatic Transportation has spon 
sored a new film, Pay Loads Pay Off. Its pw 


INSTITUTE of VISUAL TRAINING 


Le dtrild 


PAY LOADS 


PAY O: 
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pose is to propose an entire new system of 
handling, rather than the promotion of indi- 
vidual handling vehicles which the company 
manufactures —in fact, of the 22 pieces of 
equipment shown in the film, only seven are 
manufactured by Automatic Transportation. 
Synopsis: The film shows a wide variety of 
materials handling problems and procedures 
concerning factories and warehouses. Using 
non-technical language, Pay Loads Pay Off 
forcefully, and often with humor, presents 
scenes which dramatize time and motion 
studies that contrast manual and mechanized 
handling methods. Typical results illustrated 
in Pay Load Pay Off are: 

Four men required eight hours each, or 
thirty-two manhours, to unload a freight car 
of bagged material as against performance of 
the same job in only twelve manhours by one 
man walking a battery-powered Transporter. 

\ job of loading and unloading a street 
truck and piling the load of wooden cases in 
the warehouse required 16 manhours by the 
primitive “sweat-and grunt bucket brigade’’ 
method, The same job performed in one 
manhour with electric industrial trucks, saved 
%4 percent of the time required manually. 
Technical Notes: Pay Loads Pay Off is a 25 
minute film, black and white, The script was 
written by Col, Bertram Kalish; narration by 
Gregory Abbott. Milton M. Enzer represented 
the company in coordinating production. 
Distribution: The Institute of Visual Train- 
ing, subsidiary of the William ]. Ganz Com- 
pany, is distributing the film to industrial 
management, engineering societies and colleges 
and other groups interested in mechanized 
materials handling. 





1 scene from Ford's “Pueblo Boy” 


TO AMERICANS AT HOME 


Sponsor: Ford Motor Company. Film: Pueblo 
Boy. Producer: Transfilm, Inc. 

* Second in Ford's series, “Americans at 

Home,” is this story of the Pueblo Indians of 

the southwest. 

As in the first—Men of Gloucester—Pueblo 
Boy has no advertising beyond a title credit 
and the appearance of a Ford car in one of the 
Pueblo villages, 

The “Americans at Home” series—a third 
film entitled Southern Highlanders, about the 
mountain people of the Blue Ridge and Great 
Smokies will be released shortly—is part of a 





new public relations program instituted by 
the Ford Motor Company. Intelligent, inter- 
esting films of this type are sure to get wide 
distribution and to generate good will for the 
Ford Company. The series was planned by 
the motion picture department of the J. Wal- 
ter Thompson agency. 

Synopsis: Pueblo Boy is the story of Moses, a 
small Indian boy, and of his father, Vivian, 
who tells his son about his Pueblo ancestors, 
their work, their customs and their philosophy 
of life. 

The Pueblos are a_ peaceful, industrious 
people. They till the soil in their valley and 
harvest their rich grain crop, They pursue 
their age-old handicrafts of making pottery 
and silver. 

Victor Jory, narrating for the Pueblo father, 
tells of his plans for his son—the Indian school 
at Santa Fe, and the opportunities of a fruit- 
ful future for the boy. But he must never for- 
get the customs of his people and their way of 
life. 

The boy tribal 
dances, preserved from antiquity, and expres- 
sive of the simple faith of the Pueblo people. 
Technical Notes: Transfilm’s crew had to 
overcome many difficulties in filming Pueblo 
Boy—at first, the Indians, suspecting another 
Hollywood spectacle, were non-cooperative, 
but after several weeks they became friendly 
and cooperative, The result is this notable film 
which captures the dignity of the Pueblo peo- 
ple. The shots of the boy, his father, and the 


watches the important 


dancers all express a sympathetic understand- 
ing of the Indians. 

The film’s score contains some original 
Pueblo song and dance rhythms, some of them 
never before recorded on film. The additional 
score, by Robert Stringer, enhances the fine 
photography and reflects the mood of the 
people. 

Pueblo Boy and its New Mexico locale are 
a color film natural. The hues are strong, 

Photography was handled by Lawrence 
Madison and Rodney Albright. Madison also 
directed the film from a script by Burton 
Rowles, Jr. 

Distribution: Ford dealers will distribute the 
film to schools, clubs and churches in their 
local communities. 


GOOD CONSUMER SELLING 


Sponsor: Appliance and Merchandise Depart- 
ment, General Electric Company. Film: 
Ingredient X. Producer: Willard Pictures, 
Inc. 

* Problem: To stimulate consumer interest 

in General Electric ranges by showing the 

advantages of electric heat over flame heat. 

It was necessary to make a film both instruc- 

tive and entertaining for direct consumer 

appeal. 

Solution: Jngredient X presents the sales story 

of electric heat as provided by the General 

Electric range in an entertaining and dramatic 

fashion, combining cartoon and technical ani- 

mation and live action photography, which is 
designed to entertain audiences as well as sell 
electric ranges. 

Synopsis: In amusing animated cartoon se- 
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qjuences, Ingredient X shows how man acci- 
dentally discovered that heat could make his 
food more palatable and delicious, But he 
also discovered that uncontrolled heat was 
almost as bad as no heat at all. That started 
him on centuries of search for heat control. 

When man finally invented the fireplace 
and the chimney, he had, for the first time, 
some control over flame, for they made his 
cooking a little cleaner by confining the soot 
and dirt. But the control of heat itself was 
impossible. ‘Through the years he continued 
his search for heat control. It was almost in 
our own time before the cast iron stove with 
its damper and draft appeared. It provided 
some heat control, but cooking was still largely 
a matter of guess work. The best cooks were 
those who, through years of experience, had 
learned how to out-guess flame heat. 

CONSUMER EDUCATION AT WoORK 

The film then reveals why cooking is difh- 
cult with flame heat. Animation, combined 
with live photography, shows that heat from 
flame varies from hour to hour, making it 
difficult to adjust the flame to obtain the right 
amount of heat for a particular food, Flame 
heat also adds to the unpleasantness of cook- 
ing by making kitchens ten to twelve degrees 
hotter, An amusing animated dance of mole- 
cules shows the chemical reaction which takes 
place in a flame. The soot and water vapor 
thrown off turns many kitchens into little 
more than unpleasant work shops. 

Man spent centuries trying to improve flame 
to get cleaner, more even heat, while actually 
the answer was in a different direction. The 
answer was heat without flame—electric heat. 
Ihe first practical electric ranges appeared 
around 1910—they have been steadily devel- 
oped to the beautiful, gleaming electric ranges 
of today which give heat without flame, soot 
or water vapor, and which deliver the heat 
into the pan where it belongs and not into 
the kitchen, 

MOopERN SALES APPEALS PROVIDED 

In a colorful sequence featuring a bright, 
modern, General Electric kitchen, the ease, 
comfort and cleanliness of cooking with elec- 
tric heat is demonstrated. It is shown how 
different kinds of food require different 
amounts of heat, how the electric range pro- 
vides those heats, and how they can be dupli- 
cated at will. Thus, cooks have the scientific 
heat control that they have needed for cen- 
turies, 

Technical Notes: /ngredient X is a 25 min- 
ute all-color sound film containing a large 
amount of animation, both technical and car- 
toon. Some of the cartoon sequences depicting 
figures on a Grecian frieze are exceptionally 
clever. Direction, for Willard, by Howard 
Stiles; animation by Jack Zander. 

Distribution: While the film will be used 
primarily by General Electric distributors and 
appliance dealers to show the consumer the 
story of electric ranges and demonstrate the 
ease of cooking, the film will also appeal to a 
wide variety of organized groups, particularly 
home-makers, home economists and students. 


(OTHER CASE HISTORIES ON PAGES 28, 45) 
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G.E".S8 WELL-INTEGRATED SALES AND PROMOTIONAL PROGRAM 


“More Power to America’ 


A General Electric Power Film Series Produced by Raphael Wolff 


* General Electric's More Power to America 
film series is probably as well integrated a 
sales and promotional film program as has 
been undertaken anywhere in American in- 
dustry. 

Ihe original idea for the series arose from 
a top executive presentation of the trends and 
developments in the use of electric power. It 
was a presentation, complete with charts, dia- 
grams, etc, designed for use at G. E. sales 
meetings, and also for stimulation of electric 
utilities power sales. Then it was realized that 
the ideas could be put across more effectively 
in less time and at less expense with motion 
pictures, and the first overall picture More 
Power to America was produced. 


OTHER FILMS FOLLOWED IN SERIES 


From the first film have grown other films, 
specializing in some particular aspect of powet 
development. Among those now in use are: 
Clean Waters, Lifestream of the City, Run- 
ning Water on the Farm, More Power to the 
American Farmer, This Is Resistance Welding 
and now Lease On the Future—all produced 
by Raphael G. Wolff Studios, Hollywood. 

Purpose of the series is two-fold. For the 
General Electric sales and service staff the 
pictures are informative, and point out areas 
of important power development. They are 
also sales tools for G. E. directly, and are use- 
ful sales tools for the power sales departments 
of electric utility companies. 

Definition of the More Power to America 
program is stated by G,. E. as: “An organized 
program for applying, most effectively, the co- 


ordinated efforts of all interested groups to‘ 


increase the efficient use of electricity in indus- 
try and agriculture, with emphasis on those 
processes and operations least electrified.” 

A CoMPLETE VISUAL Alps PACKAG! 

Ihe visual aids program, as prepared by 
General Electric for selling More Power to 
Imerica, offers packages of promotional ma- 
terials of motion pictures, slidefilms and ac- 
companying literature to utility companies 
and other organizations interested in power 
promotion, These materials are sold at cost 
to users, and the original production expense 
is assumed by G. E. as a service to the electric 
power industry, 

Latest production in the series is the film 
Lease on the Future showing the importance 
and value of oil field electrification, and the 
many advantages of the use of electric power 
in all oil field operations. General distribu- 
tion of the film probably will not begin until 
May, 1947, but production has been com- 
pleted by the Wolff organization. 

The film, in color and running about 30 
minutes, is a study of the application of elec- 
trification to the field operations of petroleum 





production. As such it is of interest to a spe- 
cialized audience—to petroleum company ofh- 
cials, and as a stimulus to utility power sales 
forces who deal with oil companies. 

While the film has some educational value 
and general appeal to those interested in 
petroleum production, and is a well produced 
picture, it is not meant for general use, and 
is specifically designed as a sales and promo- 
tional film for the use of electric power rathe1 
than other types of power in the oil fields. All 
uses are covered, from the use of heavy duty 
electric motors in drilling rather than gas en- 
gines, to continuing field uses, including elec 
tric pumping, conveniences of electric light- 
ing, etc, 

Although the self-interest involved in this 
type of promotion is obvious — for whereve 
electrification is advanced, G, E. equipment 
is sure to be in greater demand—yet this en- 
lightened type of self-interest, which promotes 
the industry as a whole, is a particularly val- 
uable form of promotion, both for the com- 
pany and the public. 


Avow Direcr PROMOTION: WIDEN APPEAI 


Most of the films in the series do not pro- 
mote G, E, equipment directly, and so have 
infinitely greater use than could be achieved 
with a direct one-company sales approach. 
And company records have proven that when 
electrification is increased in an area where 
these visual aids have been used, G. E.’s in 
crease in sales is not only normal, but addi- 
tional increases occur in the percentage ol 
total equipment sales made by G. E. as com- 
pared to other companies, showing that the 
industry approach is appreciated by many 
buyers. 

Perhaps the greatest value to be gained from 
a study of the General Electric More Powe) 
to America film program is not the advantages 
of visual aids as such, although it does show 
that, but the advantages of a well-planned, 
integrated program of film production and 
use, over the haphazard assembly of “pictures” 
that has occurred too often in the past. e 
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4 PRACTICAL DEMONSTRATION OF BUSINESS SHOWMANSHIP 


Penn Mutual Shows Its Story 


Nationwide Meetings With New Film to Reach Thousands 


* For a first-time film user the Penn Mutual 
Life Insurance Company is doing a most 
effective job of promoting its film, ]00 Years 
of Security, an 18 minute animated report to 
the stockholders, thereby insuring the utmost 
in value from the use of the film medium. 

Ihe premiere public showing of the film, 
held in the Ambassador Hotel Theatre in 
Los Angeles on March 18, was attended by 
over 600 policy-owners, plus various other 
interested guests. In addition to the film 
showing, the guests at the late afternoon re 
ception were briefly addressd by John A. 
Stevenson, president of the company. The 
theatre party was followed by an informal 
buffet tea-supper and reception in the Gold 
Rooms of the Ambassador. 


SHOWINGS IN 100 Mayor CITIEs 


This presentation was the first of about 
100 scheduled showings for Penn Mutual 
policy-owners in major cities throughout the 
country. If all the meetings are as well at 
tended as this first one was Penn Mutual will 
reach directly from 30 to 40 thousand of its 
stockholders. This figure contrasts mightily 
to the maximum of 500 ever secured previous- 
ly for annual stockholders’ meetings. 

In each of these primary showings of the 
film the local agency will make extensive 
arrangements for a good presentation and 
reception, The Los Angeles agency set a fast 
pace for well arranged presentations with this 
first showing. The meetings are well publi 
cized through personal invitations, and news 
paper stories and advertisements, 


BEGAN WitH SPECIAL PRESS PREVIEW 


Nationally, good press coverage and recep- 
tion of the film was assured by a special press 
preview held in the Waldorf-Astoria, New 
York, on March 11, where 66 of the 72 invited 


PHEATRE ENTRANCE DispLays lend showman- 
ship to the Penn Mutual showing at Ambas- 


sador Theatre in Los Angeles. 


press and trade paper representatives pre- 
viewed the film at an elaborate party arranged 
by Penn Mutual. 

The company experts and local agency 
representatives, after the first showing, felt 
they were getting some direct sales results from 
the film, both in re-selling present policy- 
owners, and in impressing potential customers. 


BUILDING CONFIDENCE IN COMPANY 


But in addition to its direct sales value, 
the film has other advantages for the com- 
pany. It reaches and impresses women policy- 
holders as no other method can do. It appar- 
ently creates a sort of “esprit de corps” among 
local policy-owners, as well as among company 
and agency personnel. 

The film itself uses an interesting technique. 
Instead of the usual simple line cartoon 
sketches, much of the art work consists of the 
detail typical of magazine illustration. A few 
sections of the film use an animated character, 
Charlie Chart, to explain the graphs, but 
much of the “motion” in the picture consists 
of camera zooms, fades, dissolves and special 
effects. The results are entertaining and quite 
well done, but are not animation in the usual 
sense, 


AN ANNUAL REPORT THEY UNDERSTAND 


Ihe film explains the company’s operations 
and its yearly report in a graphic way—and 
makes quite clear what the usually puzzling 
figures in an annual report really mean, in 
terms of people and things. 

In addition to these first showings to stock- 
holders, the film is expected to have much 
continuing use on loan to schools, clubs, 
special groups, etc. A print will be kept on 
hand by each major local agency of the com- 
pany for community use. 


OTHER DispLays IN Foyer include stills from 
the Company's film and scene of the Home 
Office in Philadelphia. 








President John A. Stevenson greets audience. 


@ 100 Years of Security was previewed at the 
Waldorf Astoria in New York, in March. 
John A. Stevenson, president of Penn Mutual 
introduced the film, 

“Naturally, those who are responsible for 
management realize that even though life in- 
surance itself is simple, the operations of a life 
insurance company are extremely complex,” 
Mr. Stevenson said. “A business like ours has 
to have glass pockets, but even though there 
can be no financial secrets, an organization 
which involves so many types of operations— 
actuarial, medical, financial, sales and others— 
is bound to be a relatively intricate business. 
I don’t suppose there is any single individual 
in the country who knows all the details of 
all these operations—certainly I don’t. 

“The end of a century of service seemed the 
logical time for us to give our policyowners a 
good over-all picture of the results which are 
being achieved. Consequently, we have util- 
ized the modern film technique in order to 
present our Centennial report—hoping to give 
a clear account of our stewardship and explain 
the policies that over the past hundred years 
have given the company its corporate charac- 
ter and personality. 

“The business of an insurance company is 
naturally so vast and complex that we feel it 
must be confusing to the average person— 
dealing as it does with an actuarial maze of 
astronomical figures. When these billions are 
broken down into small human units, we be- 
lieve the story of insurance can be brought 
home vividly and understandably to those 
who own it.” 


ANOTHER Goop Crown leaves the Los Angeles 
showing enroute to reception —also on the 
Penn nationwide meeting program. 





26 


BUSINESS SCREEN MAGAZINE 














Ms Wea 











t yeny +12 guring the Pe twelve years 4 Audio yi 
nas peen pict es £0 us, nav a % jte you Ry 
¢ our © ete ti factio th the yowures ou nave pro of" 
auced for us- a 
In some cases, © you now, nave start a with an iN 
qdea only & ur g , ough Te earch ® a cre- 
ative tninkiné>» g prese das rip hat wes outs ding: 
On ,iculer jnt nas ress well 25 <ho ‘ 
nom Uh! pictur s nev ghowm-— ne atten jon to etails 
and th apsolv accurs facts- s 1 m is ot du 
to chen % hard wo a the ecking © al i 
ta. 1 game aref ztentl widen ne mpieted i 
picture’: pirec jon, © Z> . a scal gcores :. 
2 combine make 4 we oud %° show 
You may 4nter sted %° ow © nthe Lone a", 
firs pictures i 4ill oingé strong The pict 4g as , 
fresh and perestiné a g it wes 935 nich feel 16 } 
q a cco ji shment- 
Send 
“4 end for i It nes peen BY pleasur® +40 recommend audio 40 & 
Few Facts 4 per ° concerns 14 tnink of +e an nis 
About Audi 5; a 40 S87 hi Lik the wor you a your x zation 
udio” | pave done for Use 
XK: sincerely yours , 
4 paver tisiné manager 
| b RBW:S 
te 
> a 





NUMBER THREE * VOLUME EIG 0 i be ay iv U 
HT + 1947 CTIONS 
»5 INC 
e 


NUE ° MO 
FIL TIO 
M CENTER stalk aaa: 
DING 
yy . NEW 
’ N. i 


27 








DUTIES OF ASECRETARY 


Sponsor: Underwood Corporation. Film: ‘The 
Duties of a Secretary. Producer: Nationa! 
Educational Films. 

* The Duties of a Secretary is the first release 
of National Educational Films, formed last 
vear by W. French Githens (Newsreel Thea 
ires, Sound Masters, Inc.) to explore the 
curriculum needs of public education through 
instructional film production, 

The new film has been endowed by the 
Underwood Corporation (typewriters) but is 
also being sold as a curriculum film to busi 
ness educators. 

Prior to production NEF surveyed business 
educators throughout the country, asking. 
“What kind of a motion picture would mak¢ 
the greatest contribution toward business 


The nearly unanimous answer was, 
“A film that will show our students some of 
the duties of a secretary.” 

Synopsis: The picture opens as Barbara Hayes, 
just hired as a new secretary by real estate 
broker George Harman, is receiving details of 
the office routine from the departing secretary. 
She is to start work the next day, so that 


training?” 


evening we find her in her room reviewing the 
notes of her secretarial course, and the notes 
she has made concerning her new job. Then 
as she falls asleep Barbara Hayes dreams of 
her first day at the office, and she makes all 
the mistakes that might be expected of a girl 
in her first job. Everything is done wrong, 
and after each error she is reminded by the 
offstage voice of a teacher of her mistake. 
Then when she awakes from her dream, and 
voes to her actual first day at the office, she 
does things very competently and demonstrates 
quite properly many of the duties of a secre- 
tary. The dream sequence is dramatized, and 
one views the picture with sympathetic appre- 
ciation, as the film unfolds, perhaps because 
similar experiences have been the lot of the 
\ i wer, 

Technical Notes: The Duties of a Secretary 
is a 30 minute black and white film. It is 
well acted, directed and photographed, Bar- 
bara Hayes played the part of the secretary, 
and Reed Brown, her employer. Richard Koch 
directed. 

Distribution: The film is being distributed by 
National Educational Films to schools and 


colleges at a sale price of $52.50. 


Commenting on this arrangement, W. F. 
Githens, president of National Educational 
Films, has stated: “It is unusual that the 
Underwood Corporation has endowed the 
production of this film which does not contain 
any sales promotion. Because of this, schools 
have welcomed the opportunity to buy this 
subject because it was especially designed to 
meet their curricula needs,” 

The film contains beginning and end title 
credits to Underwood endowment, and two 
close-ups of an Underwood typewriter with 
the brand name prominently displayed. 

\ Teacher's Guide is provided with each 
print of the film. 


* * * 


Credit Where Credit Is Due 
@ Inadvertently, last month, we overlooked 
two credit lines in the new Ford picture 
Men of Gloucester, first in the Americans At 
Home series. J. Walter Thompson Company 
supervised the planning and construction of 
the picture. Emil Velazco composed and con- 
ducted the music. 
@ Pixad Signs, Inc., (Business SCREEN, March 
1947) has signed with Oscar Serlin Produc- 
tions to display in its Times Square spectacular 
a cartoon film on Life With Father. ‘The 
new color film will run on a thirteen week 
contract period, 
@ Incidentally, you can borrow most of the 
pictures reviewed in this issue (if you're a 
business executive). Write to the sponsor for 
information and in case of possible restric- 
tions. You'll find them most cooperative. 














FONDA FILM PROCESSING EQUIPMENT DIVISION 


STAINLESS PRODUCTS SAN DIEGO 12, CALIF. 


“America’s 
Finest 


Processor” 
& 










lm 





YOU'LL WANT FONDA’S NEW 
DESCRIPTIVE BOOKLET 


Send today for your complimentary copy of 
the new illustrated booklet giving complete 
details of the Fonda Film Processor ... Amer- 
ica’s finest developing machine. Explains the 
patented Fonda top-friction drive mechanism, 
which eliminates film slack. Fonda offers al- 
most any speed range... processes any type 
fi 


Address Fonda Division, Solar Aircraft Com- 
pany, 2202 Pacific Highway, San Diego 12. 











28 


BUSINESS SCREEN MAGAZINE 


























FREE DEMONSTRATION 


Now you can see for yourself . . . without cost 

or obligation . . . how the Beseler Model OA3 clearly 
projects full pages in magazines and books, as well 

as maps and other large size material. We are prepared to 
have this fine opaque projector 

demonstrated anywhere in the United States 

in your own office, classroom or church. 


The Beseler Model OA3 has met with enthusiastic response 
wherever it has been shown. Modern in design, 

compact and quiet, it delivers brilliant 

screen illumination, outstanding in an opaque projector. 
The Model OA3 accommodates an 814” x 11” page, 

the actual projection area being 712” x 10”. 


Mail the coupon today for Free Demonstration 
of the Beseler Model OA3 Opaque Projector. 





of the 
amazing 


¢ 


Added features of the Model 
OA3 are self leveling platen 
with ratchet handle, permitting 
the use of both hands while in- 
serting copy, and concealed 
elevating legs. Air cooling sys- 
tem assures adequate cooling 
of the two 500 watt medium 
prefocus lamps. 


~ = 
Beseler Company, Dept. 
Contes 23rd Street, New York 10, N. Y. 


i demonstration of the 
y like to have a free a 
Be ag Be OA3 Opaque Projector. 


Most convenient CEETIE  eeresevscorsenseserneenernentnnnnvnn® 
Your name 


Your POSitiOi nnrnnennernnnnennmnmnmnnecnrste 
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FILM REJUVENATION—SCRATCHES REMOVED 








16MM MOTION PICTURE EQUIPMENT 


VISUAL TRAINING AIDS 





REELS AND CANS 





SERVING NATIONAL ACCOUNTS — COAST TO COAST 





COMPREHENSIVE 
SERVICE CORPORATION 


245 West 55th Street * New York 19, N. Y. 
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Projected Selling 


(CONTINUED FROM PAGE_ 17) 


back wall of the cabinet interior, 
territory maps or charts may be 
hung. Deep shelves in the cabi- 
nets may be used to display mod- 
els. The cabinet at the front of 
the room can be opened to pro- 
vide a movie screen which is 
rolled up to reveal a reversible 
blackboard, on the back of which 
is a bulletin board to hold notices 
or tack-up displays. To provide 
desk space for trainees, the large 
conference table can be divided 
to form two smaller tables. 

If an exhibit room for displays 
of products, building expansion 
plans, or advertising campaigns is 
desired, the room can be easily 
rearranged to meet these require- 
ments, A few quick changes will 
transform it into an attractive and 
practical display room, 

The hinged tops of the tables 
are made in three sections which 
fold together. By raising and fold- 
ing back the two top sections, 
which are backed with cork bulle- 
tin board, a display pyramid for 
drawings or printed material is 
formed. Doors of the wall cabi- 
nets fold like a screen to leave 
windows unobstructed and cabi- 
net open for display purposes. 

Finally, a few more easy changes 
will convert this versatile room 
into an assembly room which can 
comfortably seat thirty people for 
meetings, lectures, or movie pro- 
jection. Extra chairs fit into the 
recesses under the wall cabinets 
in such a way that they form part 
of the room's decorative scheme. 
They can be pulled out and ar- 
ranged in rows, and the tables 
tucked into the space they for- 
merly occupied. Any chairs which 
are not needed will fit beneath 
the tables. 

In any room where large num- 
bers of people meet, comfort is 
an important factor and air con- 


* 


A good setting J[o? 
projection of — busi- 
ness films is an essen- 
tial part of their aud- 
ience interest: the 
crowd at the right ts 
typical of those which 
attended nationwide 
showings of the new 
Penn Mutual insur- 
ance film, 


ditioning is a must. A simplified 
air-conditioning unit is concealed 
»y an attractive grille which is 
styled to fit into the room's over- 
all design, 

Hearing comfort is promoted 
by the use of Armstrong’s Cush- 
iontone on the ceiling. Cushion- 
tone not only is an integral part 
of the room’s modern appearance 
but also greatly improves the 
acoustics, 

Two types of lighting supple- 
ment each other to illuminate the 
room for its various uses. Tubu- 
lar fixtures, placed behind the 
wall valance, throw light onto the 
ceiling where it is reflected to 
provide even, over-all lighting for 
meetings, and small spotlights 
built into the tops of wall cabi- 
nets dramatize displays of maps 
or charts when the rest of the 
room is darkened. 

SALES CENTER 
(CONTINUED FROM PAGE _ 18) 
should be softly illuminated so 
that a gradation from the bright- 
ness of the screen to the darkness 
ot the auditorium is evident. This 
is helpful in avoiding eyestrain. 

Provision is also made _ for 
dressing room facilities. “Live 
talent” for dramatized presenta- 
tions may be engaged on occasion. 
The projection screen should be 
of the “Electrol” type, operated 
by remote control from the pro- 
jection booth, thus opening the 
stage to full depth. 
Construction Notes: Local voltage 
conditions vary, It is well to pro- 
vide the projection room with 
adequate voltage regulation so 
that sound reproduction will be 
as near-perfect as possible. Other 
items such as spotlight, rheostats 
and dimmers, etc, should be care- 
fully considered. 

Always consult local authori- 
ties such as audio-visual equip- 
ment dealers on ordinances and 
other conditions to be met in 
planning such a setup. 
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Export Films 


* Short advertising subjects 
have long been standard fare 
with the regular feature pic- 
tures seen by Latin American 
film fans. U. S. companies 
have been eyeing the field 
with increasing interest in re- 
cent months and foreign dis- 
tribution of this type has at- 
tracted at least one newcomer, 

Already _ strongly en- 
trenched, however, is EMEL- 
co Corp. in Buenos Aires 
which was started in 1935 by 
FrepERico and Curt G. Lowe 
and now produces and dis- 
tributes commercial shorts in 
three South American coun- 
tries. Claiming exclusive 
rights to show its domestic 
and international advertising 
productions in more than 500 
Argentine houses, including 
all Buenos Aires’  first-run 
theaters, it has also signed up 
another hundred in Uruguay 
and Chile through branch of- 
fices in Montevideo and San- 
tiago. Expansion into Brazil 
is expected next year with an 
office in either Rio de Janeiro 
or Sao Paulo, and still an- 
other branch is contemplated 
in Bogota, Colombia. 

Not long ago the Lowe 
brothers acquired the Pampa 
Film Studio, one of Argen- 
tina’s biggest, and there they 
are utilizing technicians and 
equipment to expand their 
commercial operations while 
continuing production 
of Pampa feature films, 

The range of visual mate- 
rials available to sponsors 
runs all the way from color 
slides with sound on discs at 
$5, through one to_ three- 
minute black and white films 





at costs scaling upward from | 


$600, to documentaries at a 
minimum of $5,000 which 
demonstrate methods and 
products but avoid direct 
selling. Domestic newsreels 
may also be purchased and 
unobtrusive advertising — in- 
serted; the domestic product 
usually runs in addition to 
U. S. newsreels. 

Among clients the South 
American corporation serves 
are Shell Mexican Oil Com- 
pany, M oore-McCormack 
Lines, American Home Prod- 
ucts, Bristol Myers, General 
Mills, Frigidaire, Sterling 
Drug and Nescafe. 
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effectiveness. That’s why so many industrial executives insist on Da-Lite 
Screens . . . making sure of projection with a punch at all approved 
viewing angles. Too, Da-Lite offers outstanding, patented mechanical 
features . . . sturdy, light weight and service-ability . . . easy 15 second 
operation . . . clever compactness for easy handling and space-saving 
storage. Now being manufactured in increasing numbers. Please check 
with your Visual Equipment supplier on your, requirements for Da-Lite 
Screens in advance of your needs. 


DA-LITE SCREEN CO., INC. 


Dept. BS5, 2723 N. Crawford Ave., Chicago 39, Ill. 


-. weak, flat screen projection. Top-flight screening is a “must” for full 





THOUSANDS IN USE BY 
AMERICAN INDUSTRY 


noe 


Sizes and models 
for every 
projection need 


~eusmon Pioneering IMPROVED PICTURE PROJECTION Since 1909 








BUSINESS SCREEN’S READER SERVICE FACILITIES AT THE CHICAGO OFFICES 


Reference books, manuals and personal data on films, pro- SCREEN now located at 812 North Dearborn Street, Chicago 
duction sources and equipment lines may be obtained on 10, Illinois. Orders for books will be filled promptly as a 
request from the Chicago headquarters offices of BUSINESS part of this complete reader service bureau. 
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High-Budget Films Deservelt .. . 


An original score written personally by Emil 
Velazco for that Important Film .. . created 
with the fine musicianship, executed with the 
technical proficiency that leading producers 
have learned to count on from Velazco.. . 
is the best risk insurance for a sizeable invest- 
ment in scenario, studio, talent and camera 
time. Velazco music adds new color and 


dramatic intensity to even the finest films. 


Film Music for Your Film 


No producer has to rely on makeshifts to build an | 


impressive sound track. He can have the finest in 


film music no matter what his budget may be. 


And Low-Budget Films Demand It 


The Velazco Library of Film Music, original 
creations by Emil Velazco designed specifically 
for adaptation to films, contains an impressive 
variety of musical effects for every mood. Even 
low-cost films can enjoy distinguished and 
brilliant music with the Velazco Library. The 
most commonplace sequences reach new dra- 
matic heights against a background of Velazco 


music. 


Among many fine films which are better films be- 
cause of Velazco music are Farm Journal's *‘Sing- 
ing Wires,'' Ford's ‘‘Men of Gloucester,’’ Reynolds 
Metal's ‘Pigs and Progress,’ Underwood Type- 
writer's ‘Duties of a Secretary'’ and many others. 


COVELAZCO 


1697 Broadway, New York 19 - 





Phone: Circle 5-6121 





32 


De Vry Expands Facilities 
to Handle Increased Sales 


@ The overwhelming demand for 
all types of DeVry motion picture 
equipment on the part of schools, 
colleges, universities, churches, 
hospitals, agricultural organiza- 
tions, industry, business and mo- 
tion picture theatres, has necessi- 
tated the practical doubling of 
plant manufacturing and assem- 
bling capacity by the DeVry Cor- 
poration, 1111 Armitage Avenue, 
Chicago 14, Illinois, U.S.A. 

Mr. W. C. (Bill) DeVry, presi- 
dent of the 34 year old company, 
who presided at the informal 
“open house” celebration of the 
new third floor quarters on 
Wednesday, April 30, after re- 
viewing DeVry’s phenomenal 
growth, told assembled employ- 
ees, their wives, husbands and 
guests that “complete plant mod- 
ernization for streamlining pro- 
duction methods during the war 
enabled DeVry to win five consec- 
utive Army-Navy “E” citations, 
but this alone was not enough to 
take care of the unprecedented 
amount of orders from each of 
the 48 states and the 68 foreign 
countries in which DeVry equip- 
ment is sold. Further expansion 
was necessary, and today E. B. 
DeVry and I are proud to have 
you take part in officially dedicat- 
ing our new productive and serv- 
ice resources. 

* * * 
Acme Laboratories’ Building 
New Production Headquarters 
@ The Acme Lasoratories’ build- 
ing in Hollywood is destined to 
become a center for non-theatrical 
production activities, for it now 
houses companies offering almost 
every kind of specialized service 
a film-maker needs. 
In addition to Acme’s complete 


16 mm laboratory facilities, other 
companies include: Filmeffects of 
Hollywood, optical printing spe- 
cialists; Paul J. Fennell Co., ani- 
mation firm; Highland Studio, a 
rental studio operated by Fil- 
music, Inc.; the Wootten-O’Don- 
nell 16 mm Mitchell Professional 
camera, crew and editing service; 
and two commercial producing 
companies. 

With all these services available 
under one roof, producers or 
sponsors will be provided with a 
convenient and coordinated head- 
quarters for western production. 
And for either eastern or western 
production, the separate com- 
panies will provide excellent spe- 
cialized technical services in their 
respective fields. 

* * * 


Northwest Airlines Movies 


@ Some fifty engineers, newspa- 
permen, and film and airline ex- 
ecutives recently witnessed North- 
west Airlines’ first feature movie 
en route in a Trailblazer DC4, 
which was equipped with Filmo- 
sound, The Northwest Airlines’ 
showing marked another experi- 
ment in airline passenger enter- 
tainment. Empire Photosound, 
Inc., of St. Paul, has been work- 
ing with NWA on details of in- 
stallation. 
* * * 


Thom McAn’s School Program 


@ The merchandising program 
of Thom McAn Shoe Stores has 
been given considerable stimulus 
by the movie, The Danger Line. 
Theme is based on figures show- 
ing that 87°% of school-aged chil- 
dren in this country are experi- 
encing faulty foot development 
by wearing outgrown shoes, 
School authorities are giving the 
picture general acceptance. 


Expanded Chicago plant facilities of the DeVry Corporation 





—e,, 
i ee Ree os 
= aS. 








BUSINESS SCREEN MAGAZINE 




















Labor Idea 


Plans for establishment 
of a cooperative, non-profit 
film center to organize and 

: expand the use of nontheat- | 
rical motion pictures on_be- 
| half of labor and civic groups 
have been announced by 
RoBert Detson, 270 Broad- | 
way, New York City. Delson, 
a motion picture and labor 
attorney, is chairman of the 


Do pe 


provisional executive com- 
mittee which met recently at 
Freedom House and set up a 


survey committee to decide 
; on the structure, name and 
concrete organizational pro- 
gram of the organization. 
Among objectives listed are 
establishment of the center's 
own film library, the cata- 
loguing, screening and anno- 
tation of all available films 
dealing with public affairs 
and social issues, and general | 
promotion and distribution | 
of such films. Although the 
project calls for  establish- 
ment of distribution offices in 
New York, Chicago and Los 
Angeles, the organization will 





Projection lamps 


Your dealer has plenty of 


popular high wattage sizes 


Don’t leave your audience in the 
dark! Keep “spare’’ G-E projection 


not at present be concerned lamps on hand and the show will goon! 


? with production of any films, 


Members of the provisional 


See your dealer and get the “spares” 
executive committee include 


Victor Reuther, United Auto- 
mobile Workers, CIO; Prof. 
James Jehring of Cornell Uni- 
versity; Eleanor Coit, Ameri- 





you need...so you'll always be ready 





for emergencies. Plenty of high 


wattage sizes for movie projec- 






+ tion now available. However, for 
can Education Service; Steve Be sure they're G-E to be sure of: 
Ripley, American Newspaper : some slide projectors and projec- 
Guild; David Scheyer, Unit- 1, Greater screen brightness. tors using lower wattage lamps, 
ed Hatters, Cap and Milli- 2 More uniform screen bright- the supply of lamps is still limited. 
nery Workers; Caroline Mey- * ness. 
ers, National Cooperatives, i | 
Inc.; David Sigman, National 3. oN ty dependable per- _ 

: > Saevice: S “h- , ormance. 
pn ro ne ey r ; better ‘‘flash’’ pictures 
Anema Loage, nal rith; onstant amp improvement : 
Ellen Duffy, National Confer- qa keep asking for 


bebe and development. 
ence of Christians and Jews; 


, / 
Justin) Feldman, American GE midge. 
Veterans Committee; Irving 


Salert, Jewish Labor Commit- Remember... for every photographic frrpfrose 


tee; and Elwood Peoples, In- 


dustrial Union of Marine and 
| Shipbuilding Workers of a 
America. 


* * * 


Washingios, D.C. Film GENERAL @ ELECTRIC 


@ Invitation to the Nation, 
produced by Byron, Inc. for 
the Washington Board of 
Trades Garter Netional BUSINESS FILM USERS VALUE THE AUDIO-VISUAL PROJECTIONIST'S HANDBOOK 











No. 6 
Focal-plone 








Capital Committee, was se- Comments received from large business users of films and value in the field. Order copies today at $1.00 each from 
F lected best of its class in a equipment who have supplied their representatives and Business Screen, Chicago 10. Write “% BOOKSHELF DE- 
= recent judging by the Ameri- dealers with the Projectionist's Handbook indicate its PARTMENT, 812 North Dearborn Street, Chicago 10, Ill. 





: can Public Relations Assn. 
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ORE THAN 1200 persons 
are expected to attend 
the 1947 Convention and 

Trade Show of the National Asso- 
ciation of Visual Education Deal- 
ers, which will take place at the 
Sherman Hotel, Chicago, August 
%, 4, 5 and 6. Detailed plans ton 
the convention were announced 
early this month by Navep Presi- 
dent BeRNARD A. Cousino, who 
stated that new and _ interesting 
features will be added to make 
this vear’s meeting more valuable 
than the Association's highly suc- 
cessful 1946 convention. 

Headline speakers who have 
agreed to appear on the 1947 pro- 
gram include Dr. Rosert M. 
Hurcuins, Chancellor of the Uni- 
versity of Chicago and long-time 
advocate of audio-visual educa 
tion; and ArrHur H, “Rep” Mor- 
Ley, Editor of PARADE Magazine, 
who is one of the country’s out- 
standing speakers on sales topics. 

The program will center around 
a series of “open forum” dliscus- 
sions in which those attending 
will have ample opportunities to 
take part. These discussions, 
which have proven most valuable 
in NAvep’s previous conventions 
and regional meetings, will be 
broadened and given additional 
emphasis at this year’s meeting. 
One new feature of the 1947 
meeting will be an “Educator- 
Dealer Panel” in which promi- 
nent educators will discuss pres- 
ent educator-dealer relationships 
with a view to better service to 
the customer. 

One of the most important 
features of the meeting will be 
the Trade Show, which will in- 
clude 89 exhibits of audio-visual 
equipment, films, materials and 
supplies. This year’s Trade Show 
which will include 89 exhibits of 
audio-visual equipment, films, ma- 
terials and supplies. This year’s 
Trade Show runs 4 days, is open 
an average of 714 hour per day. 


Initial announcements of the 





POSITION WANTED 


Young man, age 33, college 
graduate, wants script writing 
or sales position with producer 
of business films. Will also join 
motion picture staff of an ad 
vertising agency or an industrial 
firm. Here is an excellent op 
portunity to contact a man who 
has had six years of motion pic 
ture script writing, and six years 
of advertising and sales promo 
tion experience 


Write Box 96 
BUSINESS SCREEN 
812 N. Dearborn St., 

Chicago 10 








National Association of Visual Dealers 
Holds Chicago Convention in August 


Trade Show have been mailed to 
manufacturers, film producers and 
distfibutors; others who are in- 
terested but have not received 
exhibit announcements should 
write NAVeED at once. In lieu of 


RCA Representatives 


Discuss Distribution 


e A. G. Petrasek, left, 
Manager of RCA 16 mm 
Equipment Dealer Sales, 
discusses 1947 plans on a 
recent visit to Portland, 
Oregon, with Merriman 
Holtz (center) , president, 
Screen Adette Equipment 
Corp., Portland, and C., 
\. LaHar, RCA West 
Coast Regional Manager. 


film showings in the exhibit halls 
-which have proven unsatisfac- 
tory at previous meetings — the 
Association has arranged for sev- 
eral “Preview Theatres” where 
exhibitors’ films will be shown 











Will your film 


be a 


BETTER 
FILM? 


IT WILL IF IT IS MADE 
WITH THE ARTISTRY, 
THE CRAFTSMANSHIP 
AND THE ORIGINALITY 
THAT MARK THE 
PRODUCTIONS OF 





ot er 


245 WEST SS TH ST. 
MOTION PICTURES ° 












SNORLING 


bad 


£ 


Le 
caltod 


SLIDE FILMS ° 


NEW YORK CITY 


SINCE 1923 
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under ideal conditions. A printed 
schedule of film showings in these 
theatres will be released prior to 
the opening of the convention. 
Showings of films in these theatres 
will be limited to those produced 
or distributed by Trade Show 
exhibitors, 

Housing for this year’s conven- 
tion is thoroughly adequate. 700 
rooms have been reserved in the 
Sherman Hotel for Navep mem- 
bers and guests, All room reserva- 
tions will be handled by the Asso- 
ciation. NAVED members will auto- 
matically receive hotel reservation 
and registration blanks; others 
may write to NAvep, 431 S. Dear- 
born St., Chicago 5, for the re- 
quired blanks. 

Excellent attendance for the 
meeting is assured. Several na- 
tional equipment manufacturers, 
including Victor, Bell and How- 
ell, Natco, and Ampro, have 
scheduled their sales meetings 
immediately before or after the 
convention. The Industrial Au- 
dio-Visual Association, which in- 
cludes 50 of the largest industrial 
film and equipment buyers, is 
planning its meeting to coincide. 
A recent survey among NAvED 
members disclosed that better 
than 80°, of them, including 
West Coast members, plan to 
attend, 

Further information, hotel res- 
ervation and registration blanks, 
and advance programs may be 
obtained from Navep, 431 S., 
Dearborn St., Chicago 5, Illinois. 


Coca-Cola’s New Oil Slidefilm 

@ The Story of Oil, a 15-minute 
color slidefilm on the petroleum 
industry, has recently been re- 
leased by THe Coca-Cota Com- 
PANY. This picture, produced by 
THe JAM HANDY ORGANIZATION, 
is the first of a series on com- 
parable basic industries. It is out- 
standing in several respects. 

A public relations film of the 
public service type, The Story of 
Oil makes no reference to the 
product or the sponsor except on 
the main and end titles. The 
picture is being shown to oil com- 
pany employees and service sta- 
tion personnel, schools, clubs and 
other public gatherings. 

The film itself is a quality color 
production. The script was 
checked with the heads of the 
major oil companies and by both 
the East and West Coast Petro- 
leum Institutes. The picture skill- 
fully blends color wash drawings, 
hand colored black and white 
prints, and original color, 
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Mullins Manufacturing Company 
Releases 2 Sound Slidefilms 


@ Dream Come True, a sound 
slidefilm on its Youngstown kitch- 
ens is being released by MULLINs 
MANUFACTURING CORPORATION, Oj 
Salem, Ohio to dealers for show- 
ing to prospects in their outlets 
and through women’s clubs and 
other organizations, Emphasis is 
on modernization through instal- 
lation of the Youngstown units. 
The Youngstown Kitchen Story, 
another sound 


new slidefilm, is 


being used in sales training. 


Leader Electric Sponsors 

First Fluorescent Slidefilm 

@ Believed to be the first film in 
the fluorescent lighting industry, 
Look to Leader, 10-minute sound 
film SARRA, INC. 
through DUANE WANAMAKER As- 
SOCIATES, was released this month 
by Leaper ELecrric COMPANY, 
Chicago manufacturer. 


produced — by 


Walter Glass, Leader president, 
said all company representatives 
will be equipped with projectors 
for showings of the film before 
public utility execu- 
builders, electrical contrac- 
wholesalers and then 


architects, 
tives, 
tors, sales- 
men. 

The film, which shows the na- 
tion’s potential 
lighting 


for fluorescent 


and explains Leader's 
services and products, was scripted 
by Joe Betzer and Donald Branch. 
Cameraman was Jack A. Fenimore 


and Harry W. Lange produced. 


Voters’ School Via Slidefilm 

Colum- 
Voters 
annual 
one-day school devoted to a study 
of the national economy. The 
slide film, for Every- 
body, supplied a keynote for the 


@ The voteless District of 
bia Women 


recently held their sixth 


League ol 


Economics 


discussion which centered around 
getting women with 


public affairs. As the schools are 


concerned 


held in other centers, the women 
expect attendance to total a half- 
million or more women. 


New Haven Railroad Shows 

Six New “Visual Aids Units” 

@ New York, New Haven & Hart- 
ford Railroad prepared a 
series of six teaching-aid “research 
units’ which include five 
sound motion pictures, a series 


has 
16 mm 


of teacher guides, a series of trans- 
for 
display, a series of slide films of 
selected tranportation subjects 
group of reference and 
information booklets, all designed 


portation posters classroom 


and a 


to acquaint pupils in the upper 
elementary and secondary schools 
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of New England with the impor- 
tance of transportation and_ in- 
dustry in the region. 
Educational authorities in 
Massachusetts, Rhode Island, Con- 
necticut and New York were 
consulted both as to nature and 
scope of the information to be 
presented and as to methods of 
presentation that would be most 
helpful, The kits available 
free to public and parochial 
schools in the New Haven’s area. 


are 


“New York Calling” Revised 

@ A new postwar version of the 
popular color film New York Call- 
ing!, produced by the New York 
Central has 
released 


System, now been 
borrowed 
film li- 


United 


be 
thirty 
the 


and may 
than 


throughout 


from more 
braries 
States. 

Ihe present New York Calling!, 
a complete re-make of the earlier 
picture, was filmed during 1946 
and includes the arrival of the 
liner Elizabeth on her 
maiden voyage and scores of New 
York attractions the 
postwar tourist, 

Narrated by Vincent Connolly, 
popular radio announcer, the film 
brings the New York visitor down 
the Hudson River Valley 
to detrain in wondrous Grand 
Central Terminal. From here a 
Grand Tour of the metropolis is 
made, Boat trips round Man- 
hattan Island the Statue 
of Liberty are followed by stops 
museums, Wall 
Street, the Bronx Zoo, Botanical 
Garden, Coney Island, Rockefeller 
Center, Radio City Music Hall, 
the Empire State Building and 
many other points of interest. At 
night, Times Square the 
Great White Way are visited. 

New York Calling! is New York 
Central's contribution to the pro- 
motion olf 
the 
entertainment 


Queen 


offered to 


scenic 


and to 


at world-famous 


and 


world-wide interest in 
cultural, educational and 
facilities of New 
York City. It is designed to have 
both an entertainment and edu- 
cational appeal to a wide variety 
of audiences, 
church, 


such as 
and groups, 
all of which acclaimed the earlier 
version of this unusual film, It is 
available in 16 mm sound only, 
with a running time of 22 


school, 


Civic social 


minutes. 

A list of film libraries handling 
this and other New York Central 
educational films— The Freight 
Yard, The Steam Locomotive, The 
Railroad Signal—may be obtained 
by writing to the Motion Picture 
Bureau, New York Central Sys- 
tem, 466 Lexington Avenue, New 
Yorn iy, N.Y. 








Troin better salesmen in less time with 
ILLUSTRAVOX sound slidefilm equipment 





IELD-TESTED and proved in 

peacetime and war, Illustravox two- 
way sales training is the one best way—the 
most effective, the least expensive. Trainees 
learn as much as 55% faster, and remem- 
ber up to 70% more and longer than 
under former training methods. 
@@ Ideal for training salesmen and 
other employees, too, Illustravox uses 
dramatic pictures and spoken words to 
command interest, and focus full atten- 
tion on your message. Presented in the 
home office or in the field, Illustravox 
sound slidefilms always carry the author- 
itative voice of headquarters, never vary, 
never are misinterpreted. 


@@@ Over 80% of all sound slidefilm 
equipment now in use is Illustravox. 
Business leaders agree, Illustravox two- 
way training proves itself immediately 
in better trained salesmen (or other per- 
sonnel) and better sales records. Place 
your order today. The Magnavox Com- 
pany, Illustravox Division, Dept. BS-5, 
Fort Wayne 4, Indiana, 


* * 


See “The Illustrated Voice.”’ Ousstand- 
ing commercial film of the year, it shows hou 
I/lustravox can best be applied to your train- 
ing and selling needs. Ask your Illustravox 


dealer or film producer for a showing today! 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE 


Magnavox 
COMPANY FORT WAYNE 
MAKERS OF FINE RADIO-PHONOGRAPHS 








Your story is HEARD 








Just published by Business Screen in 
cooperation with The Athletic Insti- 
tute: the Sports, Physical Education 





THE FIRST COMPLETE GUIDE TO MORE THAN 800 SPORTS FILMS! 


& Recreation Film Guide lists more 
than 800 available films. Order 
a copy at 50c from Business Screen. 
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SAMUEL G. Rose (left), president 
of Victor Animatograph Corpora- 
tion, and Robert M. Shapiro, Rio 
de Janeiro, are pictured above 
discussing opportunities awaiting 
American interests in 
Brazil and other countries. 


business 


Sales Director of Byington’s 
Visits Victor in Davenport 

@ Ropert M. SHAPIRO, sales direc 
tor for ByINGTON AND COMPANY, 
Rio de Janeiro, Brazil, recently 
visited the home office and fac- 
tory of the Vicror ANIMATOGRAPH 
CorPORATION, Davenport, lowa. 

Mr, Shapiro's company, distrib- 
utors in Brazil for Victor 16 mm 
sound motion picture projectors, 
is about to embark on a tremen 
dous program of education, using 
Victor projectors and equipment 
in schools, churches and among 
various social groups. 

Centers are being set up all over 
Brazil where film educational li 
braries will be installed. “Ow 
chief difficulty will be to get film 
with Portuguese sound track or 
titles,” Shapiro explained. 

Brazil offers an unlimited mar 
ket for American products accord 
ing to Mr. Shapiro, as the country 
is now ina period of immense and 
rapid economic development such 
as the United States experienced 
during the last century, 

+ * 

Edward T. Dickinson Named 
United World Vice-President 

@ Unrrep Wortp Fics has re 
cently appointed Epwarp T. Dick 
INSON, JR. to be vice-president in 
charge of educational, film devel 
opment and distribution. 

Dickinson has recently been 
\merican representative on the 
Emergency Economic Committce 
for Europe. He was formerly re 
search assistant to U.S. Steel's 
Board Chairman, Irving S. Olds, 
Prior to that he served with WPB, 
U.S. Marine Corps and OSS. 

>. >. . 

Columbia Recording Switch 

@ COLUMBIA RECORDING CoRPORA- 
rioN has changed its name to 
COLUMBIA Recorps, INC., it was 
announced recently by Edward 
Wallenstein, president of the CBS 
subsidiary, 
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Mills Announces Promotions 

@ Dennis W. Donohue, Executive 
Vice-President, Mills Industries, 
Incorporated, announces, effective 
March 25, the promotions of the 
following men to key positions in 
the Company: 





U.S. Projectors 

to Latin America 
@ Illustrating pop- 
ularity of U.S. cine 
equipment in Lat- 
in America are 
these scenes of the 
shipment of 100 
DeVry 16 mm 
sound projectors 
and 6 DeVry thea- 
tre projectors and 
sound systems to 
Argentina, (See 
the story below) 


George B. Dardwin was ap- 
pointed Vice-President in Charge 
of Factory Operations. He joined 
Mills 7 years ago as a sales engi- 
During the war years he 
headed the Production Costs De- 
partment, and last year was pro- 
moted to the position of Plant 
Auditor, 

Ferris D. Gaskill, 
Manager of 


neer. 





Production 
Mills for 19 years, 
was appointed General Superin- 
tendent in Charge of Manufac- 





Cost Department for 14 years, has 
been appointed Chief Industrial 
turing. Engineer. 


Lewis A, Carroll, with Mills 


Herbert Bendfelt, a Project 











ae 


... and while I’m handing out bouquets, I’m sure 
you'll be pleased to hear all of us at Dailey Mills feel 
that the Chubby the Chick character, we’ve been try- 
ing to establish for years, has taken on a new mean- 
ing since it was adapted into a color slide film. Its 
been creating favorable impressions and aiding sales 
wherever it’s shown.” 


DON R. CALLAHAN, Advertising Manager 
DAILEY MILLS, INC., OLEAN, NEW YORK 


PATHESCOPE PRODUCTIONS 


The Pathescope Company of America, Inc. 
“Pioneer in Industrial and Educational Films” 


inch — 580 Fifth Avenue, New York 19, New York 















































Engineer with Mills for 3 years, 
has been appointed Chief Engi- 
neer. 


* . * 

DeVry Corporation Ships 

a Major Argentine Order 

@ DeVry Corporation, pioneer 
Chicago manufacturers of motion 
picture equipment, has completed 
a blanket order for 100 DeVry 
professional 16 mm motion pic- 
ture sound projectors and 6 the- 
atre projectors and sound systems 
for Mr. Eugenio M. Etchegoin, 
head of Sociedad Argentina de 
Importacion, Buenos Aires. 

The equipment is aboard the 
new Delta Line passenger ship, 
Del Sud, and is due to arrive in 
Buenos Aires April 16th. 

Mr. Etchegoin, shown here at 
his desk, has been an authorized 
distributor of DeVry motion pic- 
ture equipment since 1940, and 
is an ardent believer in the power 
of the motion picture film. 

As is usual with DeVry export 
and domestic shipments, every 
precaution is taken to insure safe 
delivery. Heavy corrugated boxes, 
special water-proofed paper and 
reinforced, steel banded wooden 
boxes are used to pack the equip- 
ment, 

* * * 


William Jordan on Tour 
of Southwestern States 


@ WitwiaM E, Jorpan (Bill Jor- 
dan), 16 mm distribution special- 
ist and former Chicago and New 
York film executive, has left his 
recent post here for a tour of 
Florida and the Southwest. Mr. 
Jordan is putting the finishing 
touches on his book, Motion Pic- 
ture Profits, which deals with basic 
16 mm industry practices and 
public exhibition outlets as an 
extension of existing 35 mm mar- 
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kets, based on a fifteen year survey 
of the field. He will spend a con- 
siderable amount of time in Texas 
and the Southwest inspecting semi- 
permanent theatre installations 
using 16 mm equipment and will 
arrive in Los Angeles sometime 
in the summer. 

Hold Public Demonstration 

of Aids Projector in Capitol 

@ The first public demonstration 
of the new Aids automatic sound 
slide film projector was held re- 
cently in the offices of Al Sherman, 
Washington, D. C. film consultant, 
before a group of representative 
government, industrial and trade 
association executives. Demon- 
strated by JAMes QO. Corr, Jr., 
treasurer and general sales man- 
ager for the Alps EquipMENT Cor- 
PORATION, manufacturers of the 
new sound slide film projector, 
the machine was revealed as suc- 
cessfully eliminating the psycho- 
logically disturbing audible signal 
current in present sound slide film 
projectors, 

Invented by Major William 
Wolfner, former radar specialist 
with the United States Army, the 
Aids projector uses a high fre- 
quency signal that, while in- 
audible to the human ear, suc- 
ceeds in securing automatic film 
frame changes in_ perfect  syn- 
chronization with the sound re- 
cording. 

Among those present at the 
demonstration were Col, Benja- 
min F. Castle, president, Milk 
Industry Foundation; Walter W. 
Belson, director of public rela- 
tions, American Trucking Associa- 
tion and president of the Wash- 
ington Forge, American Public 


Relations Association; Major War- 
ner F, Hall, director, Prosthetic 
Appliances Service, Veterans Ad- 
ministration; Roland’ Biow, vice 
president and general sales man- 
ager, Biow Associates, consultants 
in office interior design; Marshall 
L. Faber, associate and technical 
adviser for the firm of Al Sher- 
man; Nathan D. Golden, chief, 
Motion Picture Division, Depart- 
ment of Commerce; Lee Ross, 
deputy director of information, 
Office of International Trade, De- 
partment of Commerce; Neville 
Gardner, film officer, British In- 
formation Service; Miss Dorothy 
Hatton, adviser, French Supply 
Mission; Robert Lewis, supervisor 
of sales and director of training, 
Washington Gas Light Company; 
Hon. Han Olav, counsellor, Roy- 
al Norwegian Embassy; Joseph 
Borkin, Washington attorney; 
Robert L. Harper, publicity and 
advertising director, National Ice 
Industries and National Ice Pub- 
lic Relations, Inc, 


World Screen Advertising, Inc. 
Distributes to Latin America 


@ One new firm has recently been 
established to help solve the for- 
eign distribution problem. World 
Screen Advertising, Inc. of New 
York, through its president Robert 
H. Kulka, has announced that it 
has secured the exclusive franchise 
of distribution networks created 
by the Victor Animatograph Com- 
pany in Latin America. 

World Screen offers two services 
to film sponsors: theatre showings 
of 16 mm and 35 mm minute 
movies, and 16 mm club and adult 


(CONTINUED ON THE NEXT PAGE) 





WASHINGTON D. C. Group aT DEMONSTRATION of the Aids automatic 
sound-slidefilm projector: L. to R. are James O, Coit, Jr., treasurer, 
Aids Equipment Corp.; Marshall L. Faber, associate of Al Sherman; Al 
Sherman; Nathan D. Golden, Motion Picture chief at the Dept. of 
Commerce, and Lee Ross, deputy director of information, Office of 
International Trade, Dept. of Commerce. 


MOVIE - MITE 


16 mm. Sound-on-Film Projector 
PORTABLE—Weighs only 27} Ibs. complete. 


Single case contains: Movie-Mite 16 mm. 
sound projector, desk top screen, speaker, 
cords, take-up reel . . . and still has ample 
space for spare lamps, etc. 


Extremely compact; only slightly larger 
than a portable typewriter; approximately 
8x12x15 inches in size. Ideal for small group 
showings. Larger size standard screens may 
be used for larger groups. 


STANDARD FEATURES—Plainly marked film 
path makes threading easy. Only one mov- 
ing part need be operated in entire thread- 
ing. Show can be on screen in less than 
three minutes. 


One electric plug completes all connections 
to projector. Cords, permanently wired to 
speaker, cannot be lost. 


Reel capacity 2000 ft. Reel arms slip into 
accurate sockets ... Fast power rewind... 
Adjustable tilt . . . Quickly adjusted framing 
device . . . Utilizes a single, inexpensive 
standard projection lamp for both picture 
and sound projection. No separate exciter 
lamp necessary .. . case of durable ply- 
wood . .. Leatherette covered . . . Universal 
A.C. or D.C. 105-120 volt operation . . . no 
converter necessary. Mechanism cushioned 
on live rubber mounts for smooth, quiet oper- 
ation .. . entire unit made of best quality 
materials and precision machined parts. 


See your Industrial Film Producer 
for demonstration and delivery information 


Write for 
Interesting 
Folder 


“It Makes 
Sense” 





A Truly Mechanical BRIEF CASE for Your Salesmen, Now! 
And at LOW COST —with 











©! 1103 EAST {5TH ST. 
com 


KANSAS CiTY 6, MISSOURI 


(KL ¥, : FT): Y; WO £ARS ON MB ait 
\/]) MOVIE-MITE CORPORATIONS. 45) 
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(CONTINUED FROM PRECEDING PAGE) 


group showings ‘of longer films 

Tying up with the new service 
will be Alexander Film Company 
and its General Screen Advertising 
affiliate under an agreement pro 
viding World Screen with access 
to Alexander's large minute movie 
library and General Screeen’s mat 
keting facilities 


For booking minute movies 
into 16 mm theatres in small 
towns, World Screen will charge 
$1.00 to $1.50 per showing. For 
club and group showings, supply 
ing projection service, the cost 
will be $20.-$30. ‘These prices will 
include such costs as import du 
Lies, shipping costs and other such 
expenses not encountered in the 
United States 

Kulka, in announcing the new 
service, declared that sponsored 
films find a ready acceptance in 
Latin America. Some 1200 16 mm 
projectors are now in operation in 
Brazil alone and several thousand 
more have been ordered. 


Royal Photographic Honors 

to John G. Capstaff of Kodak 

@ Award of the 1946 Progress 
Medal of Great Britain's Royal 
Photographic Society has been 
made to JouNn G, Capstarr, photo 
graphic pioneer and head ol 
KopAK RESEARCH LABORATORIES’ 
photographic department 

The award is made annually 
bv the Society in recognition ol 
“invention, research, publication, 
or exhibition” leading to an im 
portant advance in photography 
Capstafl was chosen unanimously 
because ol “important contribu 
tions” he has made “to the devel 
opment ol photography.” 

Capstafl has been active in 
photographic research for mor 
than thirty vears. As early as 
1914 he conceived the idea ofl 
applying the photographic “re 
versal process” to provide motion 
pictures in black-and-white and 
color for amateurs. 

\ prolific inventor, with some 
sixty odd patents to his credit, he 
has worked on optical filters, 
photographic solutions, special 
instruments and equipment, prov 
essing systems, and color photog 
raphy. 

\s a young man in England, 
Capstaff worked at portrait pho 
tography. But his interest in 
experimental photography soon 
led to a technical position with 
Dr. C. E. K. Mees at Wratten and 
Wainwright, an English photo 
graphic firm. In 1912 Dr. Mees 
joined Kodak as director of re 


search. Capstaffl remained in Eng 
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land a few months, then came to 
Kodak Park where he took charge 
of filter production and related 
experimental work. 

It was during these early years 
that ¢ apstafl worked out his idea 
to utilize the “reversal process” 
for amateur movies, Attempts by 
others to make home movies prac 
tical had failed because of the 
expense involved in making both 
a negative and positive. 

With his improvement of the 
“reversal process,” involving the 
invention of a controlled second 
exposure of the film to compen- 
sate for the amateur’s errors in 
exposure, Capstafl paved the way 
for inexpensive home movies. 

Once the idea of amatew 
movies was sold to the Kodak 


officials, Capstaff and Kodak tech- 
nicians developed the necessary 
cameras, apparatus, and _process- 
ing equipment, and the amatew 
motion-picture system was an- 
nounced in 1923. ‘The same simple 
and inexpensive “reversal” meth- 
od was applied later to production 
of 8 mm motion pictures. 
Recognized as a pioneer in 
color photography, Capstafl 
worked out a 2-color subtractive 
process in 1914. A year later his 
color transparenc ies on glass plates 
were exhibited at the World's 
Fair in San Francisco, About the 
same time the process was adapted 
for 35 mm motion pictures and 
found limited use in the 1920's. 
His research played an impor- 
tant part in development of the 
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- Je a completely integrated photographic service for the 


- production of sound motion picture films... for industry and education. 


for other film producers and photographic departments of other industries. 
Superior 16mm. duplicates with or without optical effects... black 


and white or full color. Write for further information. 


© Sound Stage of 8,000 Sq. Feet 


® Recording Studio with Seven Channels 


®@ Producing films by the 16mm. 
method for 15 years 


® Lab Capacity of 112,000 16 mm. feet per doy 


Especially equenned 
to mahe... 


Large quantities of prints 


Color Prints with Optical Effects! 








JoHN G. CAPSTAFF 


lenticular process ol colo photog- 
raphy placed on the market in 
1928, This was the film which 
brought color to amateur motion 
pictures. 

Other Capstafl inventions in- 
clude several continuous 16 mm 
and 35 mm film developing ma- 
chines, photographic printers and 
projectors, and instru- 
ments, such as the Eastman Den- 


special 


sitometer. 

His discovery that a yellow dye 
improves films used for making 
duplicate negatives led to the 
introduction of special emulsions 
for that purpose, He introduced 
the modern motion-picture prac- 
tice of duplicating original nega- 
tives, a considerable improvement 
in technique. 

In 1927 he established the 
formula for a new fine-grain de- 
veloper which was widely used by 
amateur and professional photog- 
raphers. This was the famous 
1-76. 

For his key inventions, which 
formed the basis of amateur 
movies, Capstafl received a Mod- 
ern Pioneers Award of the Na- 
tional Association of Manufac- 
turers in 1940. 

In 1944 he was made an honor- 
ary fellow of the Royal Photo- 
graphic Society, During that same 
vear he received the Progress Med- 
al of the Society of Motion Pic- 
ture Engineers. 

His design of a processing ma- 
chine incorporating several new 
principles drew him honorable 
mention from the Academy olf 
Motion Picture Arts and Sciences 
in 1945. 

There have been five other 
Kodak recipients of the important 
R.P.S. Progress Medal: Dr. C. E. 
K. Mees in 1913; the late George 
Eastman in 1927; Dr. Samuel E. 
Sheppard in 1928; the late Nahum 
Luboshez; and Dr, L. 
1935. 


\. Jones in 
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DA-LITE SALES EXECUTIVE 





Ouiver N, Witton, well-known in 
the visual industry, has just been 
named General Sales Manager of 
the Da-Lite Screen Company, Chi- 
cago screen manufacturer. 





Oliver Wilton Becomes 


Da-Lite Sales Manager 

















RENT 
FOR SALE 


with or without 
Motion Picture 
Sound Projection 
Continuous Slide 
Projection 
Silent or with 
Wire Recording 
Sound 








TRANSLUCENT 


SCREENS 





ler 150 S. Wabash Ave., 
an CHICAGO, ILLINOIS 
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@ Otiver N. WIxtTon shas| 
been appointed General Sales 
Manager of the Da-Lite SCREEN 
Company, Chicago, according | 
to announcement by CHESTER | 
C. Coorry, President. 

A graduate of the Universi- 
ty of Illinois in Mechanical 
Engineering, Mr. Wilton is| 
widely-known in the photo-| 
graphic trade and_ brings a | 
wealth of experience to his new | 
post with this pioneer manu- | 
facturer of projection screens. | 
Associated with Bell & Howell | 
for many years as Assistant 
Vice President in charge of Do- 
mestic and Export Sales, he has 
visited most of the United | 
States, Europe, Mexico = 
Cuba. 

During the war he acted as| 
Liaison Engineer to the Army | 
Air Force and Navy Bureau of | 
Ordnance, and was instrumen- | 


tal in the design and produc- | 
tion of numerous optical and 
photographic 





devices, Mr. 
Wilton and his family live in| 
Chicago, where he is a mem-| 
ber of the University Club. | 

* ~ * | 


RCA Announces “Showroom” | 
as N.Y. Exhibition Center | 
@ STEPHEN J. DE Baun, for-| 
merly with the press depart- | 
ment of N.B.C, is now publici- | 
ty director of THe RCA SnHow- | 
ROOM, which will open some- 
time this month at 36 West| 
19th Street in New York. 

The RCA Showroom will be 
a public exhibition of the va- 
rious products and activities of | 
RCA, such as RCA-Victor ra-| 
dios, phonographs, — records, 
NBC, RCA electron § micro- 
scope, and = other _ scientific 
equipment, RCA motion pic- 
ture projection and = sound 
equipment. 








SALES MANAGER 
Seeks Change 
Available July Ist 
Desires connection with pro 
gressive and reliable audio 
visual products manufacturer. A 
spot where creative sales ideas 
and promotion are encouraged, 
Excellent background in educa 
tion and business. Best of refer 
ences. Middle forties, in good 
health, neat dresser. Home is in 

Chicago. 

Write to Box 95 
BUSINESS SCREEN 
812 N. Dearborn, 
Chicago 10 














PICTUREPHONE 





The only complete line of Sound Slide-Film 
Equipment on the market 


QUR POLICY—A PICTUREPHONE 


FOR EVERY PURPOSE 


MODEL M —Junior size, plays 16-inch records, car- 
ries 12-inch. 

MODEL J —Junior size, plays and carries 16-inch 
records. 

MODEL J3—Junior size, 16-inch capacity, 300- 
watt projector. 

MODEL U —Junior-senior size, two-speed, public 
address, 300-watt projector. 


MODEL A —Auditorium size, two-speed, public ad- 
dress, 300-watt projector. 


MODEL B-6—Combination play-back and sound 


slide-film machine. Two-speed. 


MODEL B-8—Combination play-back and sound 
slide-film machine. Two-speed, public 
address. 


MODEL B-12—Combination play-back and sound 
slide-film machine. Two-speed, public 
address, three speakers. Extra large 
auditorium size. Superb music player. 


We have manufactured this type 
of equipment for ten years. 
Write us about your requirements. 


0. J. McClure Talking Pictures 


111514 WEST WASHINGTON BOULEVARD 
CHICAGO 7, ILLINOIS 
Telephone CANal 4914 
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KOLOGRAPH 16 mm 


THE NEW 
sound motion picture projectoi 
featuring a “rock-still” intermit- 
tent movement has just been an- 
nounced. (see story below) 
NEW PRODUCTS 
New Kolograph Projector 

Enters 16 mm Sound Field 

@ A new 16 mm sound film pro- 
jector featuring “Rock-stll” pic 
tures made possible with a novel 
intermittent mechanism has been 
released by the KoLtoGrapHu Cor- 
PORATION, 223 West Maryland St., 
Indianapolis, Indiana, it has been 
announced by LAwrence JD. 
KOHLMEYER, president of the 
manufacturing firm, 

No newcomer to the sound pro- 
jection field, having built the 
first 35 mm sound projector for 
Dr. Lee DeForest in 1916, Mr. 
Kohlmeyer states that his latest 
development, the “Rock-Stll” in- 
termittent (which runs. silently 
completely immersed in oil), is 
the foundation around which the 
new unit has been designed. 

Special development of the 
cooling system permits the instru- 
ment to be used with a 1250-watt 
lamp, without burning the film or 
causing appearance of the well- 
known “door-knob” on the globe. 

Designed for use from either 
117-volt AC or DC source, the 
projector features a 2” coated 
lens, { 1.6, as standard equipment 
but the lens mount will accom- 
modate any other type or size. 
Ihe condenser system is especial- 
ly designed with a larger diame 
ter than has ever been used in 
16 mm work. 

Other features of the new Kol- 
ograph 16 mm projector include: 
Microphone may be used simul- 
taneously with sound on film; the 
large T-20 bulb may be employed 
without fear of overheating, and 
conditions of low o1 exceptional. 
ly high line voltage. 

Available shortly at selected 
dealers. Don B. Otiver, well 
known figure in the 16 mm pro- 
jector field, is handling national 
sales distribution at 188 West 
Randolph Street, Chicago 1. 
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Men 


Who Make Pictures 





NEWS AND COMMENT ABOUT THE COMMERCIAL STUDIOS 


Kling Studios in Chicago 

Opens New Film Division 

@ Jack Lies for 15 years with 
Metro Goldwyn Mayer and since 
1937 Midwest Bureau Manager 
of the M. G. M, News of the Day 
Newsreel Department, President 
and organizer of Telecolor Films, 
Inc., now heads up the Kling Stu- 
dios Motion Picture and Slide 
Film Division. Mr. Lieb has for 
many years been recognized in the 
trade as one of the country’s out- 
standing photographers. He has 
made news reel motion pictures 
in practically every country in the 
world, He covered the Normandy 
invasion for the American News 


Reel pool. He has produced a 


number of shorts for the Magic 
Carpet of Movie Tone—four of 
which were made in South and 
Central Africa. He also “shot” 
considerable footage used in ma- 
jor Hollywood motion picture 
productions. 


Telenews Industrial Film 
Division Enlarges Facilities 
@ Telenews-Young America In- 
dustrial Film Division, which has 
been operating more or less under 
wraps during the past year, has 
now moved into new and larger 
quarters at 18 East 48th Street in 
New York, 

This move may forecast in- 
creased activity in Stuart Sheftel’s 








you will find both. 








1S HIS BUSINESS 
IN HIS HAT? 


When you select a film producer you expect more than 
an idea. You want to know that he has every production 
facility, necessary for a complete and thorough job — 
plus years of experience. Here in our Hollywood studio 


ROCKETT 


PRODUCTIONS 


BUSINESS MOTION PICTURES 


6063 SUNSET BLVD. * HOLLYWOOD 28, CALIF. 
SINCE 1925 


e SOUND SLIDE FILMS 








plans for bids, not only into the 
educational film field, but also in 
the line of industrials and theatri- 
cal short subjects. 

Backed by Young America mag- 
azine and the Telenews chain of 
newsreel theatres, the film divi- 
sions may eventually operate on 
as broad and large a scope as 
March of Time or RKO Pathe. 


Herrick Productions, Inc. 
Announced in New York City 
@ Herrick PrRopuctrions, INC, 
has recently been organized to en- 
gage in the production of special 
purpose films, and the manage- 
ment of studio facilities at 112 
West 89th Street, New York. 

Officers in the new company in- 
clude F, B. MANnon, Chairman 
of the Board, F. Herrick Her- 
RICK, president, and THomAs R. 
Cox, JR., general manager. JOSEPH 
BRATTAIN, assistant radio director 
of Erwin, Wasey & Co., is associ- 
ated with the firm as Public Re- 
lations Director. 

112 West 89th Street, formerly 
a building occupied by a tele- 
phone exchange, is being com- 
pletely remodeled as a sound mo- 
tion picture studio. Facilities 
will include sound recording 
rooms, two or three stages, prop 
and dressing rooms. Besides op- 
erating as a headquarters for Her- 
rick Productions and Visual Arts 
Corporation (another Herrick 
property, formerly of 2 West 46th 
Street) the new studio will also 
be available to other producers 
on a rental basis, 


Nassour Studios Renting Space 
And Producing Commercials 

@ Edward Nassour, head of 
Nassour Studios, Hollywood, re- 
cently announced the current pro- 
duction of a merchandising pic- 
ture for the Fount-O-Ink Pen 
Company. It is to be the first in 
a series of such films, and is the 
first commercially sponsored film 
to be produced on the newly com- 
pleted Nassour stages. 

The film is scheduled for show- 
ing in department stores as point 
of sale advertising. 

Mr. Nassour states that his own 
production will be largely in the 
commercial field, although he may 
do some theatrical production as 
well. 


First production completed on 
the Nassour stages was the Pine- 
Thomas production of Albuquer- 
que for Paramount release. Fu- 
ture stage time is already pretty 
well tied up with theatrical pro- 
ducers such as Sol Wurtzel, Wil- 
liam Wilder, Walter Colmes, hav- 
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ing contracted for stage rentals. 

Tests and actual production on 
the far have indicated 
that it is really soundproof and 
that even passing planes need not 
interrupt shooting. 


Stage so 


Nassour emphasized that the 
stages will be available for rental 
to any producer when they are 
free, but that probably, except for 
his own sponsored production, 
only the major commercial pro- 
ductions will need or can afford 
such major stage space. 


Telefilm Studios Builds 
New Hollywood Laboratories 


@ Construction is under way on 
the new developing and _ record- 
ing laboratories at TELEFILM 16 


MM Struptos in Hollywood as part ene i jg It deals — 
’ Pp : _ ‘rine < “e- 

of the firm’s $1,500,000 expansion timber am oa as 
volves around two characters— 


program for 1947, president Jo- 
seph A. Thomas announced. The 
new laboratories are an addition 
at the rear of the Telefilm Build- 
ing at 6039 Hollywood Blvd. 


Atlas Produces Slidefilms 
on Wide Range of Subjects 


@ A7LAs EDUCATIONAL FiL_m Co. 
of Oak Park, Illinois reports pro- 
duction of slidefilms to meet a 
wide range of client objectives, 
from illustrating a talk on the 
functions of the endocrine glands 
to presenting a comprehensive 
picture of organization and sales 
outlets of a steel company. The 
former film was made for a lead- 
ing medical specialist, the latter 
for the Ceco Steel Products Cor- 
poration, 


Other current slidefilm produc- 
Robert B. 
Wesley, president, include a vis- 
ualized committee report for a na- 
tional 


tions announced by 


association of brokerage 
firms, a stoker installation train- 
ing film for the Link-Belt Cor- 
poration and an employe indoc- 
trination film for Lytton’s, mid- 
western retail clothiers. The Lyt- 
ton film was made in cooperation 
with the Joseph W. Hicks Organ- 
ization of Chicago. 

Atlas is now completing a se- 
ries of sound slidefilms to recruit, 
indoctrinate and train. driver- 
the Furst-McNees 
Company. Eli Lilly & Company, 
pharmaceutical manufacturer has 
used a slightly different medium 


salesmen of 





Vancouver Production Co. 
Enlarges Sound Facilities 











@ With the recent acquisition of 
modern sound equipment, NORTH 
AMERICAN PRODUCTIONS, LTD., at 
Vancouver, Canada is now in a 
position to produce complete in- 
dustrial, educational and _ enter- 
tainment movies from script to 
screen. SHIRL WILSON, prominent 
Canadian has 
just arrived in the West and will 
be in charge of all sound record- 
ing at N.A.P. Studios. 

One of Mr, Wilson’s first. chores 
will be the supervision of sound 
track recording for North-West 
Package, North American’s first 


sound engineer, 


Butch Bear and Buddy Beaver— 
created by John Barker. 

One of North American's young 
players, Carol Thomas, who has 
the title role in The Changeling | 











Princess, recently won new hon- | 
ors in Vancouver's Speech Arts | 
Festival. | 

Interested visitors from all parts | 
of the world will have an oppor- | 
tunity to see N.A.P. films dis- | 
played at the B.C. Products Fair | 
in Victoria, March 28 and 29. | 
Films, stills and drawings will be 
shown and Bob Willett, director | 
of public will be in| 
attendance, Outstanding feature | 
of the display will be the castle | 
used in The Changeling Princess, | 
truly a work of art on the part | 
of North American’s art director, | 
Frank Vivyan. 


relations, 





PRODUCER N OTES 


@ Ramsey Picrure Corpora-| 
rion has moved its offices from | 
New York to 1323 Kirby Build-| 
ing, Dallas, John H. 
Hicks, Jr., formerly vice-president | 
of Wrather Productions, has 
joined Ramsey as a vice-president. 








‘Texas, 


- OS 


@ Charles V. Martignoni and 
William McKinley Osborne have | 











REMEMBER WHEN... 


..» Movies couldn't talk and matinee idols wore sideburns? 
It was in that era that Mole-Richardson revolutionized motion pic- 
ture lighting with high wattage incandescent lights. One of the 
first deliveries of these new lights was made to the old Universal 
lot, where they were used with precedent setting success on the 
“Broadway” set... first of the “super-colossal” musicals. 


In 1947 Mole-Richardson 


Wins Ano 





ther “Oscar” 


This year the Academy of Motion 

Picture Arts & Sciences awarded 

a third citation to the Mole-Richardson Co., 
for developing a new high intensity arc light. 
The Solarspot, pictured at left,was an “Oscar” 
winner too, receiving an Academy award in 
1944. Made in 750, 2,000 and 5,000 watt 
sizes, it is universally preferred by those who 
demand perfection in lighting equipment. 


“MOLIGHTING” EQUIPMENT 


*“*MOLINKIES” "“MOLARCS” 
Midget Spot Duarc..... 40 Ampere Flood 
Baby Solarspot Type 90...120 Ampere Spot 
Junior Solarspot type 170..150 Ampere Spot 


Senior Solarspot 1,56 450.225 Ampere Spot 
Cinelite 


Single Side Lamp 
Double Side Lamp 


See This Equipment at Your 
Dealer or Write for Catalog! 








organized Visual Enterprises in| | 

New York to specialize in visual | 

aids for training programs. | 
* * * | 


@ Tep Byron, of N. W. Ayer’s 


937 NORTH SYCAMORE + 





HOLLYWOOD 38, CALIFORNIA 


Photographie Lighting Equipment Since927 | 





\ 


MOLE-RICHARDSON CO. | 





in blueprinting a long-range em- motion picture department, New | e 
ploye training program to top ex- York, has been commissioned by | ——— _ cairns 
ecutives of the company by means the Army Recruiting Service to} 

of an Atlas-produced Visual-Cast produce a series of short subjects, | YOU NEED THE “AUDIO-VISUAL PROJECTIONIST'S HANDBOOK" 


presentation. 


* * * 





Order a copy today of the 36-page 
color and graphic manual on good 
showmanship for 16 mm sound and 
35 mm slidefilm presentations. Step- 
by-step lessons plus two-color thread- 


ing diagrams of all standard ma- 
Only $1.00 postpaid from 
Business Screen, 812 N. Dearborn 
St., Chicago (10) Illinois. 


* 6 ¢@ @ Academic Film Company has 
@ James Stevenson Productions, | moved to new and larger quarters | 
New York City, has moved to 133 at 113 West 42nd Street, New 
East Fifty-fourth Street. York City 18. 


chines. 
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HICAGO, host city to the 
& Society of Motion Picture 
Engineers’ 61st Semi-Annual Con- 
vention during the week of April 
21 to 25, saw quite a few innova- 
tions in the audio-visual equip- 
ment field and heard a lot of talk 
about “things to come” from the 
laboratories and production lines 
of the respective manufacturers. 
Here is some other news of the 
current month's product activity: 


New Slide Film Projection Lamp 
Announced by Westinghouse 
@ A new high efficiency tungsten 
filament lamp for slide film pro- 
jectors that brings new sparkle 
and added beauty to colored film 
is available from the WesTING- 
HOUSE ELECTRIC CORPORATION. 
This new lamp has very definite 
advantages over those now used 
in slide film projectors, principal 
of which are: 1) Forced ventila- 
tion is not required to cool the 
lamp; 2) The eight element bi- 
plane filament developed by Wes- 
tinghouse 15 years ago, assures 
brighter screen illumination as 
there is less light lost in the op- 
tical system; 3) The float mount- 
ing of the biplane filament 
assures a more rugged lamp; and, 
4) The slightly larger bulb diam- 
eter assures satisfactory lamp life 
with very little light depreciation 
throughout the life of the lamp. 
Essential data on this new pro- 
jection lamp are: 300 watts, 115, 
120, 125 volts, T-12 black top 
bulb, medium prefocus base, 
C-13D biplane filament 6.7 mm 
wide by 6.7 mm high, 25-hour 


Westinghouse 300-watt 
Slidefilm Lamp 
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life, 25 lumens per watt, 2%,% 
inches to light center, and 5 inches 
over all length. 

Further information on_ this 
projection lamp may be obtained 
from the Lamp Division, Wes- 
tinghouse Electric Corporation, 
Bloomfield, New Jersey. 


Radiant Manufacturing Corp. 
Announces Low-Priced Model 

@ To satisfy the demand for an 
economically priced screen, espe- 
cially for the 8 mm field and the 
slide market, RADIANT MANUFAC- 
rURING CORPORATION has designed 
a new lower priced tripod model 
which will be known as the Model 
“Q.” 

The features of this newest 
Radiant Screen include a. self- 
locking lowering and raising de- 
vice on the extension rod, for 
easy instantaneous adjustment in 
screen height. The new Model 
“Q” is portable, the curved metal 
handle making it easy to carry. 
This screen can be set up any- 
where since the tripod legs are 
so constructed as to be easily 
adjusted to various heights and 
positions, The modern appear- 
ance of the “Q” is achieved by an 
eye-appealing duo-tone finish. 

This new tripod model was de- 
signed for the consumer who is 
looking for an outstanding pro- 
jection screen within range of 
every pocket. It is manufactured 
in the 30 x 40 and 40 x 40 size 
to accommodate distances of be- 
tween 10 to 15 feet between pro- 
jector and screen. 

For further information write to 
the Radiant Manufacturing Cor- 
poration, 2627 Roosevelt Road, 
Chicago, Il. 


Western Electric Unveils 
Single-Unit 16 mm Speakers 

@ First showing of a new, small, 
single-unit loudspeaker in con- 
nection with 16 millimeter sound 
projection was made by the \veEs- 
rERN Evecrric CoMPANY during 
the April 21-25 Convention of the 
Society of Motion Picture Engi- 
neers in Chicago. 

The new speaker, the 756A, 
may be operated as part of a 
standard 16 millimeter sound 
projector and will produce sound 
more life-like than formerly pos- 
sible with speakers of its type. Its 





New WeEsTERN ELectric 756A 10- 
inch single-unit 16 mm speaker is 
shown above. 


output of 20 watts is sufficient for’ 


any ordinary 16 mm_ showing, 
while its 10-inch cone, small 
depth, and low required baffling 
space add measurably to its port- 
ability. 

In charge of the demonstration 
was C, R. Kerru, New York engi- 
neering representative, and G. L. 
GRAVESON, contract relations rep- 
resentative of the Company’s Elec- 
trical Research Products Division. 
Charles Ross to Introduce 
New Line of “Rosslites” 

@ CHARLES Ross, INc., New York 
lighting specialists, will soon in- 
troduce a new line of “Rosslites.” 

Manufacturing is not a new 
venture for Ross. Except for a 
lapse during the war time years, 
he has been making incandescent 
lighting equipment for studio use 
for 31 years. 

Charles Ross, Inc. will continue 
as Eastern distributors for the 
complete Mole-Richardson line. 


Jerry Fairbanks’ Zoomar Lens 

Is Termed “Outstanding” 

@ Dr. FRANK G. Back’s Zoomar 
Lens introduced at the SMPE 
meeting a year ago (BUSINEss 
SCREEN June 1946), has been 
adapted for use in television and 
demonstrated last month by NBC 
television in New York. 

The lens, now called the Jerry 
Fairbanks Zoomar ‘Television 
Lens, was described by John F. 
Royal, NBC television chief, as 
“an outstanding contribution to 
television technique.” O. B. Han- 
son, NBC chief engineer, predict- 
ed that the lens would become 
standard television equipment. 

The Zoomar lens obviates the 
necessity for turret lenses, as dif- 






JERRY FAIRBANKS checks the new 
Fairbanks Zoomar television lens 
at recent N.Y. showing. 


ferent focal lengths can be ob- 
tained with a simple lever adjust- 
ment, maintaining, at the same 
time, good definition and con- 
stant light transmission, 

Royal pointed out that the 
Zoomar would be especially ap- 
plicable to such swiftly moving 
subjects as a baseball game, where 
a close-up of a batter hitting the 
ball could be instantly opened 
back to a long shot of the fielding 
action on the entire field. 

The Zoomar has been tested in 
the field by various commercial 
producers during the past year. 
Hartley Productions’ Irving Hart- 
ley reported excellent results last 
summer in shooting scenes of air- 
craft zooming over an airport. 

Jerry Fairbanks, Inc. now has 
full rights to the lens for market- 
ing purposes, in both the straight 
motion picture and _ television 
camera versions. 

Movie Kodaguide Is Now 
Available for Exposures 

@ A simple, new exposure guide 
for the movie maker—the Movie 
Kodaguide — has just been an- 
nounced by Kodak. Similar in 
format to the internationally fa- 
mous Snapshot Kodaguide, the 
new Movie Kodaguide covers 
practically all movie-making situ- 
ations. It provides an easy method 
of calculating correct camera set- 
tings for the exposure of Ciné- 
Kodak black-and-white films and 
of Kodachrome Film outdoors 
and indoors with Photoflood 
Lamps. 

Issued in the familiar four- 
page, single-fold style, the Movie 
Kodaguide has two dials—one on 
the front for determining expo- 
sures outdoors and one on the 
back for Photoflood exposures 
indoors, The two inside pages 
contain helpful suggestions on 
movie making and a lighting 
diagram for picture making with 
Photoflood lamps. 
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MopEL 


New NatTco 3019-2 16 mm sound 
motion picture projector with controls re- 
arranged for convenience of the operator. 
New centrifugal power switch and a new, eas- 
ily-operated tilting mechanism are features. 





Asove: Simplified control panel on the new 
Natco Mover 3019-2 /6mm sound projec- 


tor. Knob in upper right is the threading 


knob. Sound controls are at lower left. 


Natco Announces Price Reduction 





* Narco, INc., Chicago, has announced the 
first general price reduction for its line of 
16 mm sound motion picture projectors, 
along with several new design improvements 
that will increase the film life and permit 
even more faithful reproduction of sound. 
Announcement of the Natco Model 
3019-2, was made by WILLARD Gipwitz, ex- 
ecutive vice-president and treasurer of NatTco. 

The new Natco Model 3019-2, pre- 
sented at the Cleveland convention of the 
Master Photo Dealers and Finishers Associa- 
tion 


new 


first 


and scheduled to appear on dealers’ 
shelves May 1, is priced at $469, complete, a 
reduction of $28 under the price of the cur- 
rent model. 

Important among the new features of the 
improved Natco projector is the centrifugal 
switch controlling both the projector motor 
and projection lamp. The new switch, devel- 
oped by Natco engineers, eliminates all dan- 
ger of burning the film by permitting the 
projector motor to attain operating speed be- 
fore projection lamp is turned on. 

According to Mr, Gidwitz, the reduction in 
price for the new Natco Model 3019-2, was 
prompted by several factors. These included 
the rapidly expanding demand for the Natco 
projector, a comparative newcomer in the 16 
mm sound motion picture field; enlarged 
plant facilities for volume production and ac- 
cessibility of basic materials. The company 
makes practically all projector components. 





Successful 


for proof that 
DEPICTO FILM 


gets results, 


check with: 


Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 

E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 


Remington Rand Inc. 


TRAINING FILMS 








Depicto Film 
245 West 55th Street 
New York 19, N. Y. 
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2. Screen Levelier (Pat. Pending) 
3. Shakeproof Safety Catch 


4. Feather Touch Adjusting Handle 
(U. S. Patent) 


amie 





ow RADIANT Screens 


wonderful features... , 
Make Your Pictures “POP OUT’ Clearly 


Whether it’s training movies or sales stills . . 
seem to leap out of the screen with breathtaking realism. Black- 
and-white pictures take on added sparkle and clarity . . . color pictures 
sell your product in all its natural beauty. This wonderful improve- 
ment in screen performance is due to the New Radiant “Hy-Flect” 
screen surface. Countless tiny glass crystals embedded in the clear 
white screen surface reflect light instead of absorbing it. 


Plus all these Wonderful Exclusive New Features 


1. Automatic Leg Opening (Pat. Pending) 


5. Double-Action Auto-Lock (Pat. Pending) 
6. Built-in Shock Absorbers (Pat. Pending) 


Adaptable to all projection conditions, instantly set up... 1947 Radiant 
Screens make picture projection more effective, more enjoyable. 


eaae@- nae ati 
\A\i Liss 7 Radiant Manufacturing oT 8, i. 


RADIANT 
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BETTER SCREENS FOR BETTER PROJECTION 
oF F FAX 
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offer many 


. your pictures 


7. Automatic Leg-Lock 
8. Rubber-Ball Tripod Feet 


t Mail coupon for your 
E copy. 


es 


10. Aut tic Leg Adj 
11. Finger Grip Carrying Handle 


12. Streamlined Design and Dvo-color 
Scheme 










also circular 





City 


Send for FREE Screen Guide 


“Secrets of Good Projection,” a 
32-page booklet, gives proper 
screen sizes, Correct projec- / 
tion lenses, tips | improv- 
i rojection and many 
9. Triangular Stee! Tube Construction ome valuable facts. 


1243 S. Talman Ave., 


Send me ag aan complete 





The Radiant “DL” here illus- 
trated is portable, sturdy, com- 
pact, easily set up, quickly 
adjustable. The Radiant line in- 
: cludes Wall, Ceiling and Table 

Xx. Models in sizes 22° x 30” to 20 
feet by 20 feet and larger. 


od Projection” 
line Gon adiant Portable, 


able Screens. 


of “Secret 
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NMPE Holds 
Hist Sessions 


ROMINENT motion picture 
Paden and engineers gath- 
ered at the Drake Hotel in Chi- 
cago from April 21 to 25 for the 
sixty-first semi-annual convention 
of the Society of Motion Picture 
Engineers. ‘The program for the 
convention, which was prepared 
under the direction of President 
Loren L, Ryder of the S.M.P.E.., 
encompassed in a wide variety of 
industry, 
emphasizing the development of 
the 16 mm field. 


“Movies on Wheels 


tion Pictures for 


interests in the visual 


Sound Mo 
Passenge! 
Trains” was the subject of a pa- 
per by Jonn R. Brrev of the Com- 
prehensive Service Corp., New 
York. In his Mr. Bitel 
told of the practicability of con- 


paper, 


verting existing railway diner 


cars for the presentation of mo 
tion pictures as a medium for re- 
laxation while still retaining the 
use of the car for restaurant serv- 
ice. 

\ paper presented by J. Mc- 
Wittiams Srone, Operadio Man- 
ufacturing Co., St. Charles, Illi- 
entitled “A New Sound 
Slidefilm Projector,” revealed 
electrical and mechanical details 


nos, 


of a new sound slidefilm projec- 
tor which is intended for educa- 
tional, point of sales selling, and 
visual training purposes. 


Oscar B,. DePur, one of the 
pioneers of the film and equip- 
ment industry, and a partner in 
many of the ventures of Burton 
Holmes, the celebrated trave- 
logue exponent, offered a paper 
which gave an intimate chrono- 
logical account of his experiences 
with Mr. Holmes, entitled “My 
First Fifty Years in*Motion Pic- 
tures.” 


“A New 16 mm Color Printer” 
was the subject of a paper by 
Rospert M,. Grusert, Acme Film 
Laboratories, and ARTHUR REEVES, 
Motion Picture Equipment Co., 
Hollywood. Discussion concerned 
the design of a new color printer 
which was prompted because of 
the difficulties encountered in re- 
designing most printers for color 
work. It was revealed that the 
new color printer has an auto- 
matic exposure changing device, 
an automatic scene-for-scene filter 
change for color correcting indi- 
vidual scenes, an automatic fade 


44 





Movies and Video 
Get Together— 
LL @& zk: W < 


Kunzman, SMPE 
convention V.p.; 
Loren L. Ryder, 
President; Capt. 
W. CGC. Eddy of 
WBKB and Paul 
Larsen, SMPE’s 


video chairman. 








device, and various other con- 
structions, 
Litoyp THompson of The Cal- 


vin Company, Kansas City, Mis- 
souri, submitted a paper which 
described the work of 16 mm serv- 
ice studios as related to direct 
16 mm production, “The 16 mm 
Service Studio and Laboratory.” 

Rew H. RAy of Ray-Bell Films, 


Inc., St. Paul, Minnesota, who has 





produced nearly one hundred 
training films, presented a paper, 
“Training Film Production Prob- 
lems,” which offered an explana- 
tion on why distinct patterns are 
followed in training film produc- 
t10n, 

“Psychology of the Sound Film”’ 
was the topic of the paper by L. 
MeRCER FRANCISCO of 
Films, Chicago, which discussed 


Francisco 


“A Ros d 
fo r 


LIGHTING 


EQUIPMENT 


a full line of 


Incandescent and Arc Lamps 


Cables — 
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New York 19, N. Y. 
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the sound film as an educational 
instrument for influencing people 
in groups and bringing to bear 
factors on social as well as indi- 
vidual psychology. 

Eppie ALBERT, the motion pic- 
ture actor who has entered the 
educational and training film 
production field as Eddie Albert 
Productions of Hollywood, sub- 
mitted a paper entitled “Educa- 
tional Films for a Democratic To- 
In his paper, Albert of- 
fered the motion picture as an ed- 
ucational answer to the problem 
which is based on the fact that 
Americans, instead of participat- 


morrow.” 


ing actively in their government, 
are falling into the terrifying com- 
placency of letting others think 
for them. 

“The Motion Picture Screen” 
was the title of a paper presented 
by ApoLPH WERTHEIMER of Radi- 
ant Screen Manufacturing Corp., 
Chicago, Consideration was given 
in the paper to projector light 
output, screen reflectors, the ef- 
fect of variation in brightness lev- 
el, and the characteristics of va- 
rious screen surfaces. 


Other Important Papers 


@ Other papers on the final 
program of the convention §in- 
cluded: “Sound on Disc With 8 


mm Film,” by LLtoyp THompson, 
the Calvin Co., Kansas City; 
“Magnetic Sound With 8 mm 
Projection,” by MARvIN CAMRAS, 
Armour Research Foundation; 
“Synchronized 16 mm Sound and 
Picture for Projection at 16 
Frames Per Second,” by GrorGt 
E. H. HAnson, Warner Bros, Pic- 
tures; “A Portable 16 mm Sound 
by H. H. Witson, 
Ampro Corp.; “The Application 
of Volumetric Methods to Analy- 
sis of Ansco Color Processing So- 
lutions,” by Rosert H. ZAppert, 
Ansco; “A Procedure for Produc- 
ing A Metallic Salt Sound Track 
on Ansco Color Film,” by JoHN 
L. Forrest, Ansco; “Calculation 
of The Light Distribution on A 
Motion Picture From 
Brightness Measurements of The 
Carbon Arc Crater,” by M. T. 
Jones, National Carbon Co.; “An 
Electronic Carbon Arc _ Feed 
Mechanism,” by J. K. ELpEerKIN, 
Forest Manufacturing Corp., 
Newark, N. J.; “The History of 
Continuous Screen Illumination 
By Dual Projection Method,” by 


Projector,” 


Screen 


‘Tuomas C. Hoap, General The- 
atre Supply Co., Ltd., Toronto, 
Ontario, Canada; “Some New 


Uses of Inverse Feedback in The- 
atre Sound Systems,” by R. W. 
Ler, General Precision Lab. 
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OIL COMPANY TRAINING 


Sponsor: Cities Service Oil Company, Film: 
Help Yourself. Producer: RKO Pathe, 
Inc. Agency: Foote, Cone & Belding. 

* Anticipating the buyers’ market in petro- 

leum service station products, the great turn- 

over in station personnel since pre-war days, 
and the necessity for emphasis on service in 
station operations, Cities Service (through 

Foote, Cone & Belding) has prepared a new 

training film, Help Yourself, for showing to 

retailers throughout the country. 

Synopsis: The picture opens at a dealer meet- 

ing where Joe, a station owner, is telling some 

of his fellow owners how he had been able 
to jack up his sales and turn a doubtful opera- 
tion into a very profitable business. 

Through flashbacks, Joe’s problems and 
how he solved them are illustrated on the 
screen, ‘The problems are primarily the same 
ones always confronting petroleum retailing— 
clean stations, plugging accessory sales and 
lube jobs, follow up on regular customers 
through calls and postcard reminders, etc. One 
new idea introduced—and a prime cause ol 
Joe’s success—is the hiring of one more man 
than he had thought he needed. The new 
man, a marine veteran, takes over most of the 
routine station jobs that had used up so much 
of Joe’s time, allowing Joe to spend more 
time in supervising overall operations and 
promotion of special services, 

Technical Notes: Help Yourself, produced 

entirely in RKO Pathe’s new studio, is a 20 


P 
minute black and white sound film, 35 and 
16 mm. 

Distribution: A sales training film, Help Your- 
self will be used in dealer meetings conducted 
by Cities Service field men, 


Notes About Film Sponsors 
@ Promotion of New York State 1947 sum- 
mer vacation facilities got under way last 
month as the State Commerce ‘Department 
opened an elaborate exhibit and travel infor- 
mation center on the east balcony of Grand 
Central Terminal in New York City, 

The exhibit, which features a continuous 
display of slides on a 16 by 20 foot screen, is 
an expanded version of the winter sports ex- 
hibit and information center, sponsored last 
winter by the Department of Commerce, 

Adjoining the large slide display screen is 
an information center where information on 
150 resort communities in the state is avail- 
able, in addition to weather reports, sale of 
hunting and fishing licenses and other special 
services. 

One of the alcoves on the east balcony has 
been converted small theatre where 
New York State films will be shown at regular 
intervals. 
York State 
minute sound film in color. 

@ ABC's production New 
Automobiles, sponsored by the Automobile 
Manufacturer's Association, has been booked 


into a 


The opening attraction was New 
The Vacation Empire, a new 22 


television film 


for over 500 showings in its first three months 
of distribution, it was announced by the asso- 
ciation recently. 
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Hollywood Film Enterprises, Inc. 


Hollywood’s PIONEER Laboratory 


Specializing in Kodachrome 
Duplicates 


16MM KODACHROME 

l6mm silent Kodachrome prints from l6mm 
Kodachrome or 35mm color prints. 

l6mm silent Kodachrome prints from A and 
B rolls. 

16mm Kodachrome prints from A, B and C rolls. 

16mm sound Kodachrome prints from l6mm 
Kodachrome or 35mm color prints. 

16mm sound Kodachrome prints from A, B and 
C rolls. 


16MM BLACK & WHITE 
Developing negative. 
l6mm black & white print from l6mm or 35mm 
negative. 
l6mm duplicate negative from 35mm or 16mm 
positive. 
l6mm fades 
l6mm_ wipes. 


8MM BLACK & WHITE 
8 mm black & white prints from 35mm negative. 
8mm black & white prints from double-8 negative. 
8mm double-8 negative from 35mm _ or 
positive, 


black & white. 


l6mm 


8MM KODACHROME 
8mm Kodachrome prints from double-8 master, 
8mm Kodachrome master from 35mm or l6mm 
color positive. 


Quantity prices on 8mm black & white or Koda- 
chrome prints, 16mm Kodachrome prints, or 35mm 
slide films gladly supplied on application, for each 
particular job. 


HOLLYWOOD 
FILM ENTERPRISES, Inc. 


6060 Sunset Bivd. Hollywood 28, Calif. 
Tel. Hillside 2181 











SALE PROMOTIONAL 
MOTION PICTURES GET RESULTS 


... because they dramatize, demonstrate and 
convince. Audiences are waiting in your 
sales territories to see your films and learn 
why your products are desirable and how they 
should be used. Tell your product story to 
these interested audiences, and prepare for 
tomorrow's competition. 


De Frenes and Company furnishes complete 
service including planning, script writing, pro- 
ducing, and in showing your film to these audi- 
ences. Write for information. 


\ 


DE FRENES « COMPANY 


i Wo Me Be amt ae 
naw F 
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THE FLOREZ METHOD 


TURNS POTENTIALS INTO PRACTICES 


The Florez Method of utilizing 


audio-visual media provides an 








effective, time-tested way to 


COMPLETE 
FACILITIES 


insure clear, correct transmis- 


FOR: sion of your methods for pro- 
+ mori STURES ducing, selling, servicing, and 
+ MOTION SLIDE sae 
sa using your product. 
+ SLIDE FILMS Sixteen years of working with 
cath cama some of America’s best-known 
+ GLASS SLIDES Pay 
Pes eS organizations prove to us that no 
+ CHARTS one media is in itself a panacea. 
ere Our approach is: First the Prob- 
+ DISPLAYS 
Sic lem—Then the Plan—Then the 


rexts Media 
« CONVENTIONS 





VISUAL TRAINING no 2¥S S33 Oe 


INCORPORATED 


815 BATES ST. DETROIT 26, MICH. 


COMPLETE TRAINING AND PROMOTION SERVICE - Established 1931 


BLOWER T0D0TED 





AND LIGHT 
WEIGHT, TOO 





MOTOR-DRIVEN FORCED AIR COOLING 
plus heat filter permits use of 300 as 
well as 200 or 100 watt lamp, yet safe- 
paw precious slides or film against 

eat damage. 


NO REWINDING NECESSARY... film is 
ready for showing right after use. 


SMOOTH PRECISE FOCUSING to hairline 
sharpness. 


ANASTIGMAT PROJECTION LENS (5” f:3.5). 


EASILY ADJUSTABLE for either horizon- 
tal or vertical pictures. 


MANUMATIC SLIDE CARRIER automati- 
cally stacks slides in sequence. 


MORE BRILLIANT PROJECTION! 
GREATER SLIDE PROTECTION! 
MORE CONVENIENT OPERATION! 


The GoldE Filmatic enables you 
to make the most effective use of 
all three types of still projection 
material. Can be changed from 
film to slide showing in a jitfy! 


GoldE Manufacturing Co. 


Dept. B, 1220 West Madison St 
Chicago 7, U.S.A 








Picture Awards 


@ Motion pictures were an im- 
portant factor in winning for the 
American ‘Red Cross and _ the 
American Transit Association the 
awards for “meritorious public 
relations performance” at the sec- 
ond annual convention of the 
American Public Relations Asso- 
ciation held last month. 

A one-reel film, Jt’s \Wanton 
Murder, which has been seen by 
24,000,000 persons in the United 
States, Canada, Puerto Rico, Ha- 
waii and foreign countries, helped 
win the award for Richard H. 
Amberg, Director of Public Rela- 
tions of the American Transit 
Association, New York. The film, 
made and distributed within the 
past year, has been widely ac- 
claimed by traffic and safety or- 
ganizations as one of the best 
trafic safety films ever produced. 
The Newark (N.J.) Evening News 
thought so highly of the film that 
it purchased 24 prints and spon- 
sored showings throughout New 
Jersey. The Transit Association 
was so pleased with results. that 
it presented a special award to 
the producer, Mr, William J. 
Ganz, of the William J. Ganz 
Company, New York. 

The APRA award to the Red 
Cross was presented to Howard 
Barnum, Vice President in charge 
of Public Relations, Washington, 
D.C, The number and variety of 
motion pictures portraying and 
interpreting various phases of the 
Red Cross program, prepared un- 
der the direction of Mr. Barnum, 
were an important phase of Mr. 
Barnum’s public relations pro- 
gram. In this case also, the films 
were produced by the William J. 
Ganz Company, which has for 
many years been retained by the 
Red Cross as its consultant and 
producer of films. Over the years 
the Institute has made and dis- 
tributed more than fifty films for 
the Red Cross. 





Television Notes 


@ Continuing the series Amer- 
tcan Business on Parade, designed 
to present commercial films of an 
institutional nature to the view- 
ing public, NBC television pre- 
sented Frigidaire’s Frozen Fresh- 
ness last month on WNBT (New 
York) and WPTZ  (Philadel- 
phia) . 

The twenty minute film was 
shown on sponsored time bought 
by GM’s Frigidaire Division 
through Foote, Cone & Belding. 

* . > 
@ End of A Titan, a special doc. 
umentary film including _ first 
shots of Henry Ford’s funeral in 
Detroit, was shown last month 
over NBC’s WNBT in New York. 

The 14 minute motion picture, 
photographed in part by NBC's 
film department and_ including 
other scenes supplied by the Ford 
Motor Company, described the 
late industrialist’s life and pic- 
tured the effect this one man had 
on the face of a nation, Scenes of 
the massive Ford empire, of the 
Ford assembly line that wrought 
a revolution in American indus- 
trial methods, were included with 
personal glimpses of Henry Ford, 
himself. 

* * * 
@ Recent sponsors of filmed tele- 
vision shows include Alexander 
Smith Carpet Co., U. S. Rubber 
Co., Chevrolet Div, (GM), Du 
Mont, and Botany Worsted Mills 
over WABD; Botany, Firestone, 
Ford, Esso and RCA Victor on 
WNBT; and Esso and Sears Roe- 
buck over WPTZ. 
. - * 

@ To cut costs of film rentals 
which are beyond the means of 
some telecasters, Du Mont’s 
WABD is setting up a new distri- 
bution system, Current plans call 
for renting a film from a motion 
picture distributor for use over 
several TV stations rather than 
individual rentals by each statien. 





States Combine 

on Cotton Film 

@ Ten cotton-grow- 
ing states (through 
Agricultural Exten- 
sion Services) joined 
with agencies of the 
U. S. Department of 
Agriculture in spon- 
soring Men Who 
Grow Cotton, latest 
USDA film. This 20- 
minute color film 
broadly surveys the 
cotton problem. 








MICRO SCENES ADD INTEREST 


RO LAB Sandy Hook, Conn. 
Phone: Newtown 581 


SEEING THE UNSEEN | 


Through Micro Motion Pictures 


Secrets of life, blood flow, cell division, 
growth of tissue, digestion, fermentation, 
germs and molds in action, inside stories 
of foods during cooking and baking, 
cleansing action of soap, perpetual mo- 
tion of ultramicr. Particles in liquids and 
air, dust, inside a drop of motor oi! be- 
low freezing, texture of textiles, struc- 
ture of materials, chemical reactions, etc. 


For Education and Promotion 


TO YOUR PRODUCTIONS 


Ask for Booklet 
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Ted Westermann Joins Staff 

of Wilding N.Y. Office 

@ T.H. (Tep) WestTeRMANN has 
resigned as Sales Manager of Suth- 
erland Productions Hollywood, to 
join Witpinc Picrure PRopuc- 
TIONS in an executive Capacity, it 
was announced recently by J. W. 
Inglefield, Vice-President of Wild- 
ing, in the New York office. 

A producer of business films 
since 1935, Mr. Westermann was 
co-founder of Willard Pictures, 
New York; wrote and directed 
some of the first sponsored movies 
photographed in Kodachrome; 
and during the war produced for 
the Navy more than 100 reels of 
training films, among them Cast- 
away and The Armed Guard. 

Mr. Westermann will as 
consultant to advertising agencies 
and public relations counsels in 
the development of film programs 
and commercials for 
their clients, with particular em- 
phasis on “minute movie” pro- 


TYPE TITLES 


.. . DUIIt up to a STANDARD 
not down to a PRICE 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 E. OHIO STREET - CHICAGO 11, ILL. 


act 


television 
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For 16mm. Film — 400 to 2000’ Reels 
Protect your films 
Ship in FIBERBILT CASES 
Sold at leading dealers 


Only original Fiberbilt Cases 


this 
MARK 


bear 


TRADE 




















NUMBER THREE * VOLUME EIGHT « 1947 


grams and public relations films 
for theatrical distribution, Wild- 
ing Picture Productions, with of- 
fices in New York, Chicago, Cleve- 
land, Detroit and Hollywood, is 
the leading producer of institu- 
tional, sales promotion, and deal- 
er training film programs. 

Mr. Westermann is the author 
of several film manuals, such as 
The Advertising Agency Film De- 
partment, His headquarters will 
be Wilding’s New York office at 
385 Madison Avenue, 

* * * 
Bernard C. Lizenby, Veteran 
Equipment Executive, Dies 


@ The sudden passing of BERNARD 
(Bert) C. Lizensy, Central Divi- 
sion Manager of the Ampro Cor- 
poration, who died on April 25 
of a heart attack, came as a shock 
to his many friends in the visual 
industry. 

One of the veteran sales execu- 
tives in the field, Bert 
associated with leading projection 
equipment companies for several 
decades. He had been very active 
in industry affairs and was on his 
way home from SMPE sessions at 
the Drake Hotel in Chicago when 
the fatal attack occurred, 

His will sorely 
missed by all who knew him as a 
friend and tireless co-worker. Last 
year he in full charge of 
NAvep banquet arrangements for 
the annual convention the 
Hotel Continental. 


had been 


presence be 


was 
at 


* > . 
A. K. Levy in Production Post 
@ Appointment of ALFRED KAHN 
LEVY as production manager was 


announced last month by Mip- 
west Fitm Srupios, Chicago pro- 


ducer of motion pictures and 
slidefilms for commercial and 
television use. 


Mr. Levy was formerly with the 
motion picture department of the 
Reynolds Metals Company, Louis- 
ville. He has also worked on gov- 
ernment film production 
grams in recent years. 


pro- 





SCRIPT WRITER 
Slidefilms - Motion Pictures 
FREE LANCE 


ECHNICAL .. . radio, elec 
tronics, chemistry . allied 
subjects. J 
Member American Chemical 
Society and Institute of Radio 
Engineers. 

Specialist in dramatizing tech 
nicalities fo’ lay appeal. 


FRED E. EBEL 


3705 N. Port Washington Ave., 
Milwaukee 12, Wisconsin 














SARRA, Inc. 


NEW YORK 


TALK ABOUT FILM ACCESSORIES! 
Noumade HAS EVERYTHING 


INSPECTION TABLES 
EDITING AIDS 





FILM CABINETS 
FILM RACKS 








FILM STRIP CABINETS 
APPLICATOR SETS 
MEASURING MACHINES 


FILM CLEANERS 





SPLICERS. 

Tht 
| SHIPPING CASES 
 @taniku FILM CEMENT 


TILT-TOP TABLES FILM EMBOSSERS 
FREE ILLUSTRATED CATALOG ON REQUEST 





REEL BANDS 







PRODUCTS 


WEST 42°STREET 


CORP. 


423 NEW YORK.NY. 
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* CONNECTICUT - 
Audio-Video Company of New 
England, 110 Wall St., Norwalk 
Audio-Visual Corp., 53 Allyn St., 

Hartford. 
Bridges Motion Picture Service, 
244 High St., Hartford 5s. 
* DISTRICT OF COLUMBIA: 
Jam Handy Organization, Inc., 
Transport’'tn Bldg., Washington 6. 
Paul L. Brand & Son, 2153 K Str., 
Washington 7. 
* MAINE »* 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 
* MARYLAND + 
Collins Motion Picture Service, 
502% & 506 St. Paul St., Baltimore 
2; Also 4 Race St., Cambridge. 
Folkemer Photo Service, 927 Poplar 
Grove, Baltimore 16. 
Kunz Motion Picture Service 
432 N. Calvert St., Baltimore 2. 
Stark Films, 537 N. Howard St., 
Baltimore 1. 
* MASSACHUSETTS + 
Audio-Video Company of New 
England, 30 MHuntington Ave., 
Boston 16. 
Audio-Visual Corp., 116 Newbury 
St., Boston 16. 
Jarrell-Ash Company, 165 Newbury 
St., Boston 16. 
Wholesome Film Service, Inc., 20 
Melrose St., Boston 16. 
South End Film Library, 56 Val- 
lonia Ter., Fall River. 
Stanley-Winthrops, Inc., 90 Wash- 
ington St., Quincy 69. 
Bailey Film Service, 711 Main St., 
Worcester 8. 
+ NEW HAMPSHIRE + 
A. H. Rice and Company, 78 W. 
Central St., Manchester. 
* NEW JERSEY - 
Art Zeiller, 868 Broad St., Newark 2. 
Slidecraft Co., South Orange, N. J. 


* NEW YORK > 

Hallenbeck & Riley, 562 Broadway, 
Albany 7. 

Wilber Visual Service, 119 State St. 
Albany. (Also New Berlin, N. Y.] 

Buchan Pictures, 79 Allen St., Buf- 
falo. 

Charles J. Giegerich, 42-20 Kissena 
Blvd., Flushing. 

Association Films, 347 
Ave., New York 17. 

(Y.M.C.A. Motion Picture Bureau) 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

Brandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 W. 
55th St., New York 19. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 18. 


Madison 
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Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 
King Cole’s Sound Service, 340 
Third Ave. at 25th St., N. Y. C. 10. 

Knowledge Builders Classroom 
Film, 625 Madison Ave., New 
York 2. 

Otto Marbach, 630 gth Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 

Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 

Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem Way, 
Yonkers. 34 Palmer, Bronxville. 

United Specialists, Inc., Pawling. 

James E. Duncan, Inc., Motion 
Picture Service, 65 Monroe Ave., 
Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2. 

Ideal Motion Picture Service, 371 
St. Johns Ave., Yonkers 4. 

* PENNSYLVANIA * 

J. P. Lilley & Son, 277 Boas St., Har- 
risburg. 
Also 152 Pine St., Williamsport. 

Harry M. Reed, P. O. Box No. 447, 
Lancaster. 

Kunz Motion Picture Service 

1319 Vine St., Philadelphia 7. 

Lippincott Pictures, Inc., 4729 Lud- 
low St., Philadelphia 39. 

Jam Handy Organization, Inc., 
1028 Forbes St., Pittsburgh 19. 
Karel Sound Film Library, 410 

Third Ave., Pittsburgh 19. 
- RHODE ISLAND - 
Audio-Visual Corp., 268 West- 
minster St., Providence. 
* WEST VIRGINIA + 
J. G. Haley, P. O. Box 703, Charles- 
ton 23. 
United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 


Apex Theatre Service & Supply, 


Phone 24043 Box 1389 
Huntington. 
fete & a LA S| ‘ 


* ALABAMA + 
Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th St., 
N., YMCA Bldg., Birmingham. 
Jos. Gardberg, 705 Dauphin St., 

Mobile 16. 
John R. Moffitt, Co., 19% S. Perry 
St., Montgomery. 
* FLORIDA + 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 
Orben Pictures, 1137 Miramar Ave., 
Jacksonville 7. 
Ideal-Southern 16mm Pictures Co., 
132 S. Miami Ave. Miami 36. 
Stevens—Pictures, 9536 N. E. Sec- 
ond Ave., Miami. 


Bowstead’s Camera Shop, 1039 N. 
Orange Ave., Orlando. 

Southern Photo and News, 608 E. 
LaFayette St., Tampa. 

* GEORGIA + 

Calhoun Company, 101 Marietta St., 
Adanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N.E., Atlanta. 
Stevens Pictures, Inc., 101 Walton 

St.. N. W., Atlanta 3. 

Strickland Film Co., 141 Walton 
St., N. W., Atlanta 3. 

* KENTUCKY > 

D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louisville.) 

* LOUISIANA «+ 

Stanley Projection Company, 211'4 
Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 

Stirling Motion Picture Co., 2005 
Ferndale Ave., Baton Rouge 15. 
Ideal Southern Pictures Co., 826 
Barrone St., New Orleans. 

* MISSISSIPPI + 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

* NORTH CAROLINA - 

Carolina Industrial Films, 404 Lib. 
erty Life Bldg., Charlotte 2. 

National Film Service, 14-20 Glen- 
wood Ave., Raleigh. 

* SOUTH CAROLINA - 

Calhoun Company, 1110 Taylor 
St., Columbia 6. 

* TENNESSEE + 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal Bldg., 
Knoxville. 

Ideal Pictures Corp., 18 S. 3rd St., 
Memphis. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

* VIRGINIA «+ 

Walker C. Cottrell, Jr., 408-10 E. 
Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 309 E. Main 
St., Richmond. 





* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main St., 
Little Rock. 
* ILLINOIS + 
Father Hubbard Educational 
Films, 188 W. Randolph St., Chi- 
cago I. 
Ideal Pictures Corp., 28 E. 8th St., 
Chicago. 
Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 
McHenry Educational Films, 64 E. 
Jackson Blvd., Chicago 4. 


Midwest Visual Equipment Co., 
4509 N. Damen Ave., Chicago 25. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S. La 
Salle St., Chicago 3. 

Visual Research Company, 30 N. 
Dearborn St., Chicago 2. 

Stinson Projector Sales, 521 S. 
Lombard Ave., Oak Park. 


* INDIANA °* 
Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


* IOWA * 

Pratt Sound Film Service, 805 
Third Ave., S. E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 

Harrison St., Davenport. 


* KANSAS-MISSOURI + 

Audio Visual Aids, Broadview Hotel 
Bldg., Wichita, Kas. 

Kansas City Sound Service Co., 
Room 1, Lobby floor, 926 McGee 
St., Kansas City 6, Mo. (Ideal Pic- 
tures) 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


* MICHIGAN * 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., De- 
troit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Jensen-Wheeler, Inc., Hote] Durant 
Building, Flint 1. 

Locke Film Library, 120 W. Lovell 
St., Kalamazoo 8. 

Gillespie Visual Education Service, 
220 State St., St. Joseph. 


* MINNESOTA > 
Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minneapolis 


3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


* NEBRASKA «+ 
Church Film Service, 2595 Mander- 
son St., Omaha 11. 


* OHIO + 

Franklin Films, Inc., 287 W. Ex- 
change St., Akron 3. 

Lockard Visual Education Service, 
922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., Cin- 
cinnati, 2. 

Ralph V. Haile & Associates, 215 
Walnut St., Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 


TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 
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Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Visual Communications, Inc., 2108 
Payne Ave., Cleveland 14. 
Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Murray Motion Picture Service 
Co., 879 Reibold Bldg., Dayton 2. 

The Dayton Film, Inc., 2227 Hep- 
burn Ave., Dayton 6. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

Martin Sound Systems, 50 Charles 
Ave., S.E.,Massillon. 

Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 

E. L. Moyer, P. O. Box 236, Wayne. 

Thompson Radio and Camera Sup- 
plies, 135 S. 6th St., Zanesville. 


* WISCONSIN -* 


Photoart House, 844 N. Plankinton 
Ave., Milwaukee. 

Gallagher Film Service, Green Bay. 
Also 639 N. 7th St., Milwaukee 3. 


WESTERN STATES 


* CALIFORNIA + 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture Serv- 
ice, 8737 Wilshire Blvd., Beverly 
Hills. 

Camera Craft, 6764 Lexington Ave., 
Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 

Hollywood Camera Exchange, 1600 
N. Cahuenga Blvd., Hollywood 28. 

Craig Visual Aid Service Co., 1053 
S. Olive St., Los Angeles 15. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 14. 

Screen Adettes, Inc., 1709 W. 8th 
St., Los Angeles 14. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

Carroll W. Rice, 19 Estrella Ave., 
Piedmont, Oakland 11. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 351 Turk 
St., San Francisco 2. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Photo & Sound, Inc., 116 Natoma 
St., San Francisco 5. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San Fran- 
cisco 4. 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 


USE THIS DIRECTORY 
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Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L. A. County. 


* COLORADO + 


Ideal Pictures Corp., 714 18th St., 
Denver 2. 


*IDAHO-s 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. oth, Boise. 
Williams Photo Service, 1007 Main 
St., Boise. 


* OKLAHOMA: 
Vaseco, 2301 Classen, Oklahoma City 
6. 
Oklahoma Visual Education 
Service, 312 N. W. Second St., 
Oklahoma City 2. 


* OREGON * 

Cine-Craft Co., 1111 S. W. Stark St., 
Portland 5. 

Evangel Picture Service, 420 S. W. 
Washington St., Portland 4. 

Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


¢ TEXAS ° 


Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 Young 
St., Dallas. 

The Educational Equipment Co., 
David F. Parker, 1909 Commerce 
St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

National-Ideal Pictures, 2024 Main 
St., Dallas. 

Visual Education, Inc., 12th at La- 
mar, Austin. Also, 602 N. St. Paul, 
Dallas 1; 1012 Jennings Ave., Ft. 
Worth; 3905 S. Main St., Houston 4. 


* UTAH ° 


Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 


Evangel Picture Service, 237 East 
1st South, Salt Lake City 1. 


* WASHINGTON - 


Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 

Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 

Evangel Picture Service, 426 Peyton 
Bldg., Spokane 8. 


Rarig Motion Picture Co., 
East 1511 Third Ave., Spokane. 


* HAWAII - 


Motion Picture Enterprises, 121 S. 
Beretania Honolulu, T. H. 







TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 





FOREIGN 


* CANADA - 
General Films Limited 

Head Office: 

1534 Thirteenth Ave., Regina, Sask. 

Branches: 

535 W. Georgia St., Vancouver, 
mT 

810 Confederation Life Bldg., Win- 
nipeg, Man. 

156 King St., West, Toronto, Ont. 

1396 St. Catherine St., Montreal. 


760 Main St., New 
Brunswick. 


Moncton, 


10022 102nd St., Edmonton, Alta. 


Arrow Films Limited, 1115 Bay 


St., Toronto 5, Ontario. 


Also: 1540 Stanley St., Montreal, 


Quebec. 


H. de Lanauze, 1027 Bleury St., Mont- 


real, Quebec. 


Radio-Cinema, 5011 Verdun Ave., 


Montreal, Quebec. 








THE 
OF VISUAL 








BUSINESS AND INDUSTRIAL FILM USERS PLEASE NOTE: 


for Equipment, Films & Service in Your Town! 
(AND HE'S LISTED IN THIS NATIONAL DIRECTORY) 


As a service to business and industrial film users the Edi- 
tors of Business ScREEN provide this national directory 
service to help you contact convenient, local sources for 
projection equipment, maintenance and repair, projection 
service, accessories and film library facilities, 
the specializing visual education dealers who can help 


meet your audio-visual problems and needs. 


More than a hundred of the firms listed in these pages 
served as official U.S, government film depositories dur- 
ing the war period and after. Practically all represent 
leading national equipment and accessory lines. ‘They 
offer you the best in projection and service, backed by 


principles and ethics of a national dealer organization. 


There’s a visual education dealer in your town or nearby! 


Your Local Audio-Visual Dealer Offers 
NATIONALLY ADVERTISED EQUIPMENT LINES 
PROJECTION SERVICE AT FAIR RATES 
MODERN FILM LIBRARY TITLES & FACILITIES 
EQUIPMENT SERVICE AND MAINTENANCE 
LAMPS, TUBES, AND ESSENTIAL ACCESSORIES 
SUCH AS ALL TYPES OF PROJECTION SCREENS 
But Most of All He Provides 


A Specialist’s Interest in Your Problems! 


FOR YOUR AUDIO-VISUAL NEEDS REFER TO 


NATIONAL 
EDUCATION 


| 


There’s a Competent Audio-Visual Specialist 


These are 





DIRECTORY 
DEALERS 































Your 


Sell 
SCREEN RESULTS Sell Your 


vivid, lifelike screen 
That is why so many business firms 
choose the Spencer MK Delineascope for projecting 2” x 2” 
colorslides. 





To attract interest in your message, 
images are essential. 


Designed by optical specialists with a background of over 
one hundred years in producing scientific instruments, the 
MK is unequaled in image sharpness, flatness of 
field, and evenness of light distribution. 
include: 


Features 
300 watt illumination for brilliance even in 
an undarkened room, fan unit keeps slides safe in 
definitely, lamphouse remains cool enough to handle, 
with room for 200 slides. 
your local supplier for a 
demonstration or write Dept. S80, 





conventent carrying, case 
Moderately priced. See 





American § Optical 
COMPANY 

Scientific Instrument Division 

Buffalo 15, New York 


SOUND PROJECTOR OWNERS! 


Join the 


MOVIE-OF-THE-MONTH CLUB 





Today! 











‘*MOVIE-OF-THE-MONTH-CLUB”’ 
1426 No. Wilcox Avenue, Dept. B.S. 
Hollywood 28, California 


No dues — no obligations. Every month we send you a 
new sound movie PREPAID. If you like it you keep it at 
our Special Price — otherwise return it WITHOUT OBLIGA- 


TION. 
MAIL COUPON TODAY! 








16MM-—SOUND 











You may enroll me as a member of the ‘“‘MOVIE-OF-THE-MONTH-CLUB.” 
1 understand this does not obligate me to purchase any reels and that 
you will send me a new sound-on-film movie on approval every month. 
1 will return the reels sent me on approval within 5 days — or pay for 
them at the special club members’ price: 16mm 100 ft. sound, $5.00. 


i have a 


NAME 
ADDRESS 
CITY 


SOUND PROJECTOR 


(Please print plainly) 


ZONE 
OCCUPATION 


STATE 











News about erents 


IN THE PICTURE 


@ Revision of 
Inland Empire 
the 45-minute sound-colot 
film produced in 1940 for the 
Washington city’s Spokesman- Re- 
view and Spokane Daily Chron- 


Spokane and Its 
to bring up to 
date 


icle will extend its showings dur- 
ing the next year to an estimated 
audience of a million people. 
Originally utilized on a nation 
wide tour as a presentation of the 
Spokane market the 


services, showings 


and news- 


papers’ were 
also made to around 100,000 peo- 
ple who buy newspapers. Approx- 
imately 2,000 advertisers and dis- 
tributors have seen it. 

The revised version, planned to 
meet a continuing 


screenings, 


demand _ fo 
includes views of the 
Dam, 
the Columbia Basin project which 
will 


completed Grand Coulce 


create a new farm empire 
and of the atom 
bomb plant at Hanford, Washing 
ton, the war's top secrets, 


Sixty prints of the 


west of the city, 
one ol 
revised film 
have been placed 
lege and 
libraries. 


in leading col 


state educational film 


WINE GROWER PUBLICITY 


Sponsor: Mission Wine Corp. 
Film: From Grapes to Glass. 
Producer: Browncll 
Productions. 

* Film is a 30 minute pic 

ture of the wine-making process 

as exemplified by the operation 


Picture 


colon 


of the Mission winery. 

The picture begins with some 
beautiful mountain scenery, and 
tells the story of the watershed 
from which the water comes to 
irrigate California's central valley 
where the grapes are grown, The 


water is followed from its source 


to the vineyards. 


Sound Slidefilms 
for Your Program 


— 


@ A new sound slide- 
film for general pro- 
gram titled Bar- 
ber Shop Harmonies 
is available at 


cost 


use, 


low 
sale from Caril- 
lon Films, 549 W. 
Randolph Street, 
Chicago. This firm 
has also produced 
other sound slidefilms 


for general business 





use, 





Catalog detail on 
request, 








felis in 


PARADE 


From the the film 
follows the grapes to the winery 
and through the wine-making 
process. ‘The picture ends with 
some scenes of a company spon- 
sored mammoth barbecue 
brate the harvest festival. 

Film is technically good, 
contains 
rial, but has a 
advertising 
general audience use 


vineyards 


to cele- 


and 
mate- 
much 
popular for 
. It was made 
primarily for showing to dealer 
groups, and to them the subject 
matter should be very interesting. 

Distribution will be handled by 
the Mission sales organization. 


some interesting 
little 


to be 


too 


FOOTBALL PROMOTION 


Sponsor: Los Angeles Dons. Film: 
Major League Football. Pro- 
ducer: Art Enter- 
prises. 


‘Television 


*® The subject is one that should 
be of interest to practically all 


men's groups, and to many 
women's groups, as well as to 
most students, It should receive 
wide local circulation. 

The film is a two reel color 


documentary on the training and 
life behind the 
fessional football 
Angeles Dons. 
It’s essentially a 
on how 


scenes ol a 
the 


pro- 
team, Los 
feature 
a team is made, 


story 
Shown 
are the practice sessions, working 
out of the team, and 
weeding out of players, how the 
players live on trips and _ travel 
by plane. 


selection 


climaxed with a 
taken 
games showing fast and exciting 
action on the gridiron, 

The picture is scheduled for 
local showings in the Los Angeles 


area, to stimulate 


Picture is 


series of scenes from past 


ticket sales. 





ORICINAL Hg IDEAS TO COMPLETED FILMS 









An himation 


Art Service 


<6 \ TITLING Ho 
— 


me tH. 1. BEMILLER Prod. 


220 So lactric -- QOhhamtra, Cal. 








"BTION N PIC 
reac TRE 


Photography 





Phone 
Albany 


0517 


Sage 





BUSINESS SCREEN MAGAZINE 























STEP PRINTING 


. is the best method for retaining 
in the print the over-all sharpness of 
your 1l6mm_ original —black and 
white or color. The intermittent pic- 
ture printer works like a fine camera. 
Original and print are held immov- 
able during the exposure of each 
frame. Pilot pins maintain § super- 
accurate registration. Not a system for 
turning out a million feet of film a 
week—but a system for producing 
picture prints of the sharpest possible 
definition. 








PLUS 








ALL THESE PEoPpLE TO MAKE A Picture: The complete crew and some 


of the cast for Roland Reed’s production in Mexico of Sam Friedlan- | OPTICAL PRINT 


der’s “Fantasy in Fashion.” See Page 20 for details. 


OF SOUND TRACK 


... After the picture is printed, the 











, . : ° . . . | film is transferred to the Maurer 
YMCA Membership Drive Short All-Scope Pictures, Inc. In Optical Printer. There the track is 
Completed by Arthur Florman Production on 3 New Films — from a 35mm 3 16mm orig- 
: : ee ina as a separate operation; an 
@ ArrHuR FLORMAN of ARTHUR @ Gorvon S, MircHe ct, President Precision example of Precision’s system of using 
;, " , » be . ach 
FLORMAN Associates, 70 West of Ati-Scorr Picrures INc., has : the best possible method for eac 
' 4 , release prints individual job. Not a way of turning 
ith St. New York City, an- announced the start of three ad : out track prints cheaply—but a way 
nounces the completion of a five ditional films slated to go into are made exclusively of keeping the highest fidelity your 
minute film short entitled, Pre production soon, by these methods. track negative holds. 
paring for Tomorrow, for the A 16 mm Kodachrome color 
Hollywood Motion Picture Pro- film, on the history of the prune 


ductions, The film which was industry in California, tithed A P R } f iT S | () N 
produced in 35 mm sound, was Fortune in Two Trunks will start 


made for the Jersey City YMCA this month under the direction | # M 4 A BO R ATO R | ES, | N ee 











and is being shown in local New ol Nick Grinde, with photography 21 West 46th Street, New York 19, New York 
Jersey theatres for membership by Frank Silsby, from script by | 
recruiting purposes, R. F. Engel. 
An interesting sidelight is that A black-and-white 35 mm film, | 
the film was completely photo- tentatively titled Peanuts was | 
graphed with the new German started on Friday, April 11, at | 
Arriflex $5 mm camera. Suffolk, Virginia, with B. F. Me- | 
“Sy Sr" Eveety directing, Fred Mandl pho- | 
" , tographing, from a script by | 
Film Weapon Against Cancer Michel Amestov. | 
@ The Little Red Door, newest A black-and-white 35 mm film 


informational weapon — against Soybeans, detailing the culture of | 


cancer, has been released by the soybeans as well as the industrial | 


New York City Cancer Commit- uses of soybean product, was sched- | a 


tee for free showings by interested uled to start on April 21 also 
groups, The short color film under the direction of B. F. Me 


deals with detection and treat- Eveety, ‘This film is sponsored by 


the Office of Cultural Information 
played by cancer information and Affairs of the Department of 
centers. State 


ment of the disease and the role 


for release overseas. 








* * * 


Let us buy your Telefilm Studios | 300% more effective 
STOCK FOOTAGE Set Ser Video Westinghouse Electric Corporation had hundreds of requests for 


@ With facilities to “Adventures in Research” . . . a demonstration lecture, by Dr. 
sd poems ga - ; film and televise a Phillips Thomas, delving into the miracles of electrical research. 
earch a m sources and select only the scenes ; aes y Westinghouse engaged 
best fitted for your script, and only good nega- complete production ~ re 8 - —s omens rem Orechun reese Dr Thoneas’ 
oe —. under one roof. cut- ode-Art to produce a motion picture g R 
orward to you scratch print for your inspection . amazin rogram. 
and editing. , . ting costs, ‘Telefilm & prog 


: : Now, instead of one daily appearance, this lecture is given 
See or ae cae tae Gale OF Supe angie Studios, Hollywood, each day before an average of 300 audiences throughout the 
footage you may finally select. J amati 

@ WHAT YOU PAY country. And, through use of close-ups, each part of the dramatic 
Only library list price for scratch print (we make Stes television demonstration 1S actually presented more clearly. , 
no charge for this service). films to meet present- Films can increase the scope of your activities, too! 


Only library list price for fine grain positive or day budget problems. Ask Mode-Art to explain how ... there’s no obligation. 


MODE-ART PICTURES, INC. 


is making available to 


charge of ten cents per foot (minimum charge \ 6-minute fashion 
fifty dollars). short was recently 


FILM RESEARCH ASSOCIATES produced as an ex- 


Third Floor—18 East 41<ct Street—New York 17 ample of the kind of 
film suited to video. 


1020 Forbes Street - Pittsburgh, Pa. 


James L. Baker, President 














NUMBER THREE * VOLUME EIGHT « 1947 


5] 








PROTECTION 
FOR MOVIE FILM 
against 
WEAR ... OFL 
WATER 
CLIMATE 
SCRATCHES “25 
FINGER- 
MARKS Lf 
TREATMENT 
LASTS 
THE LIFE 
OF THE 
FILM 


ASK YOUR DEALER 
VAPORATE CO.,Inc. BELL & HOWELL CO. 


130 W. 46th St. 1801 Larchmont, Chicago 
New York City 716 N. Labrea, Hollywood 














TED NEMETH STUDIOS 


729 SevENTH AVENUE 
NEW YORK, N. Y. 


Producers of 
MOTION PICTURES - SLIDEFILMS 














F or A TRULY FLATTERING SHOWING OF 
YOUR FILM EITHER 35 mm. OR 


16 mm 


WHILE YOUR GUESTS ENJOY COCKTAILS, 

LUNCHEON OR DINNER SUPERBLY SERVED 

IN A SETTING OF UNSURPASSED BEAUTY 
THAT WILL SELL YOUR PICTURE 


ame Mail this coupon for free brochure -—---———— 


Monte Carlo 

51 East 54th St. 
New York 22, NY 
Please*send me more information about the Preview 
Room. | om interested in ( ) 16mm show; ( ) 35mm 
show; ( ) slide presentation; ( ) display: with or 
without ( ) luncheon; ( ) cocktails; ( ) dinner. 


Plaza 3-5400 


Number of persons 
Name. 7 
Address 


0 ——————————- 86 





Fantasy in Fashion: 


( CONTINUED FROM PAGE TWENTY-ONE ) 


upon your own promotional methods, the 
more lucrative will be the results and the 
more dominant your position as a fashion 
leader. 

Fantasy In Fashion will undoubtedly attract 
new customers into your store, and at the 
same time will induce them to try on the 
Moyen Originals. Here is a motion picture in 
magnificent color made by the top production 
experts of Hollywood. A brilliant musical 
score and a novel narrative provide twenty- 
two minutes of sheer entertainment. There 
are many advantages to this method of selling. 
Customers can see the film, try on the samples 
and make their choice. You in turn have a 
solid basis on which to compute your mer- 
chandise orders to the manufacturer, The 
advantages to customers are equally obvious. 
The bustle and rush of shopping is over. A 
prospective buyer can sit quietly in a darkened 
area and watch scenes unfold on the screen 
showing her dresses she can wear, at prices 
she can pay, looking as they will when she 
them, The customary distractions of 
the run-of-the-mill fashion show do not exist 
and she can concentrate fully on the models 
displayed. 


wears 


STORE COMMENTS ARE ENTHUSIASTIC 

Here are some advance comments on Fan- 
tasy In Fashion which came in unsolicited as 
a result of the preview showing of the film: 

Mrs. William Loweth of William Loweth 
Inc. says: “Visual selling is a blessing to store 
and customer, Wait and see—everyone will 
be demanding it.” 

David Nemerov of Russeks Fifth Avenue 
states: “It couldn’t have been done better. 
Ihe color, the technique, the dresses. . .de- 
signd to a woman's taste.” 

Lloyd Liebes of H. Liebes Co., San Fran- 
cisco, enthuses: “It’s the millenium in selling 

.and one we've all been waiting for.” 

Adele Elgart, Specialty Stores Association 
Inc, says: “Never before have I seen fashions 
more attractively displayed. This is the last 
word in appealing to customers.” 

Cathryn Walters, Mutual Buying Syndicate, 
Inc., states: “Fantasy in Fashion has given 
new impetus to the ready-to-wear field. It is 
a mile ahead of any selling methods ever 
used.” 

Ihe plan has been very well received all 
over the country. One California store took 
12 billboards to announce the coming of the 
film. A store in Pennsylvania has booked 300 





Personalized 


M_ Motion Picture Projection Service to 

1 6 M_ Clubs, Lodges, Grange, Womens Clubs, 

Schools and Church showings. De- 

pendable operators and equipment. One time or 

long runs in Mass., N. H. and Vt. Have excellent 

list, for showings in this area for Quality Industrial 
and Commercial Films. 


GRANVILLE R. RAUSCH, 


P. O. Box 67 Arl. 2660 Arlington 74, Mass. 

















showings in women’s clubs, church functions, 
etc. A Texas store is showing the picture in 
a restaurant during the luncheon hour several 
days each week. In New York, a press preview 
for fashion editors was held at a hotel, and 
the store with exclusive rights is presenting 
the film daily on a special floor it has set 
aside for the sale of Friedlander Moyer Origi- 
nals. Other stores have used direct mail, 
elevator placards, radio spots, publicity re- 
leases, special previews by invitation, news- 
paper ads, window displays, and sponsored 
showings in local theatres. 


SECOND FILM FOR FALL RELEASE 

The response to his first effort has been so 
overwhelming that Friedlander is now busily 
engaged in plans for his second opus to go 
into production soon. Tentatively titled Out 
Of This World, the new film will be released 
about September 15th. Participants in the 
plan will preview the clothes to be featured 
in the Fall film on June 5th at the Astor Hotel 
in New York. 

To meet a special demand from smaller 
outlets to participate in the film promotion, 
Friedlander is offering the new film to stores 
in cities of less than 50,000 population for 
$150. This will be for a one week rental 
basis of the film rather than permanent posses- 
sion, but includes all the other features of the 
merchandising package. 

“In the future,” Sam Friedlander states, 
“visual selling in stores will be developed to 
the point where a customer can come in, state 
what type of gown she wants, and be shown 
a film displaying a line of dresses with the 
proper accessories from which she can pick an 
outfit which can then be ordered complete 
from one manufacturer. 

“A prospective bride will be able to see 
several types of complete wedding scenes—a 
church, a garden, a home, a hotel. She can 
choose a wedding gown, bridesmaids’ gowns— 
tell the store what she wants and leave it to 
them. Even floral decorations can be ordered 
direct from the film.” 

Friedlander sees the day coming when a 
man can plan a business or convention dinner 
from a movie where he sees various table 
decorations and seating arrangements. “The 
future of the motion picture as a direct sales 
medium is unlimited,” he maintains, “I plan 
to sponsor at least two every year.” 









ISUAL ILLUSTRATORS 


ZINCORPORATEDS— 


NEW YORK 28 © SAcramenTo 2-1667 























out of your 
training program 
...with films 





You CAN GET so much more out of your training 
program—with films! 

You get more interest because films enable you to pre- 
sent processes and procedures in a fresh, lively, colorful 
way ... to dramatize shop situations that might otherwise 
seem dull. 

You get quicker mastery of skills . . . and, as a result, 
more production . . . because the medium’s unique com- 
bination of pictures, motion, color, and sound enables you 
to demonstrate technics more thoroughly . 
as more graphically. 


.. as well 


Other programs can be made more effective with films, 
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nore interest 


J208€ PIOGLESS 
lnore production 


too. With motion pictures or slide films, you can present 
the results of carelessness and clowning most dramatically 
. . . keep workers “‘sold”’ on safety. And with this same 
colorful medium, you can inject new spark . . . new convic- 
tion ... into your health and employee-relations programs. 

Two ways fo get the films you need. For help in locat- 
ing “‘ready-made”’ training films that can be rented or pur- 
chased very reasonably—sometimes borrowed—write us 
for a free copy of ‘“‘The Index of Training Films.”’ For help 
in planning and producing your own, see a commercial 
producer. 


Eastman Kodak Company, Rochester 4, N. Y. 


H n d U st ri a 4 Fj i m Ss ... another important function of photography 
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| Kodak | 
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Guiding Light 


Bringing any cargo of ideas to port 
through the storms or down the 
fairways of modern distribution and 
human relations calls for the light of 
long experience. 


When going into motion pictures or 
other visual aids, get the benefit of 
the light which a long experienced 
producer can throw on any problem 
of production and utilization. 


The collective experience of American 

business leaders is available to pilot 

any commercial picture project into The 
the best channels. J 


To Get Understanding 


{ 


VISUALIZATIONS © INDUSTRIAL MOTION PICTURES © IRAINING ASSISTANCE °* SLIDE FILMS 


